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Style No. 287—Men’'s White 
(Reverse) Swanky Buck—Heavy 
Blue Crepe Sole—A to D—sizes 


Style No. 285—Men's Grey 
(Reverse) Swanky Buck—-Heavy 
Blue Crepe Sole—A to D—sizes 


Style No. 283—Men's Brown 
(Reverse) Swanky Buck—Heavy 
Wine Crepe Sole—A to D—sizes 
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Style No. 248—Men’s Grey 
(Reverse) Swanky Buck—Leather 
Sole and Heel—A to D—sizes to 
11 


Style No. 250—Men’s Brown 
(Reverse) Swanky Buck—Leather 
Sole and Heel—A to D—sizes to 


Style No. 244—Men’s Black 
(Reverse) Swanky Buck—Leather 


Style No. 182—Men’s White 
Reverse Veal (as illustration)— 
Leather Sole and Heel—A to D— 
sizes to 11 #. 


Style No. 180—Men’s White 
Reverse Veal (Full Wing Tip)— 
Leather Sole and Heel—A to D— 
sizes to 12 


Style No. 184—Men’s White 
Reverse Veal (Plain To0e)— 
Leather Sole—%% Rubber Heel— 


Sole and Heel—A to D—sizes to 
1 A to D—sizes to 12 $3.25 


Reverse Leathers in White and Colors Are Swanky This 
Spring—Once a Novelty, Now the Vogue—With Young 
Men (Up to 50)—For Street Wear and Dress—Add 
Comfort to the Style Appeal and You Have a Real Possi- 
bility—Don’t Miss This Opportunity for Profit Making 
with Teeple Quality Shoes—IN STOCK NOW. 


TEEPLE SHOE CO. 


WAUPUN, WISCONSIN 
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VOICE of the TRADE 


BBOROUGH PRESIDENT JAMES 
J. LYONS of the Bronx was the 
first to send the Shoe Club, Inc., 
of New York a worn shoe for its 
extremely novel collection of 
“shoes worn by outstanding per- 
sons.” Mr. Lyons said: 

“I am sending you a black kid- 
skin shoe that gave me great com- 
fort from the first step. You will 
probably observe that the shoe was 








worn longer than was for the best 
interest of the shoe industry. 

“I always wear kidskin shoes 
which shoemen know require no 
breaking in, but which give com- 
fort from the first wearing. Mem- 
bers of the industry are conscious 
of the fact that cool (not cold), 
comfortable and contented feet are 


a necessary requisite for persons . 


who desire a firm understanding 
with their feet on the ground and 
a cool, calm head.” 


* * * 


THE last two presidential elec- 
tions were decidedly one-sided, but 
in each instance the losing candi- 


date received more than 15,000,000 


votes. A shift of 3,187,874 votes 
in 1928 and 3,530,009 in 1932 
would haye been sufficient to have 
changed the results. 

These young men and women 
will vote for the first time for 
president in 1936: Age 21—2,211,- 
032; age 22—2,202,531; age 23— 
2,130,790; and age 24—2,103,594. 


* * * 


EVERY clerk handling Rhythm 
Step shoes has been made a re- 
cipient of a gold tie clasp, with 
the emblem of a flying bird on a 
blue ground and having on the 
reverse side: “With appreciations 
from Rhythm Step.” 

Norman McDonald of Johnson- 
Stephens & Shinkle Shoe Company, 
says: “It is quite a nice piece of 
advertising and one that has been 








especially well received by the boys 
on the floor, who, after all, are 
the ones who sell your shoes or 
leave them on the shelves.” 


AN “Old Timers’ Meeting” was 


staged recently by the Tacoma 
Shoe Retailers. It was the best 
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attended meeting of leading shoe 
men in many years, according to 
C. E. Niles, president of the Ta- 
coma Association of Shoe Mer- 
chants, and brought many veteran 
shoemen to the gathering in the 
Hotel Winthrop. 

Among the Old Timers present 
were Garrett Fisher, Lou Fisher, 
L. B. Morris, C. Beals, C. M. 


Pessemier, Joe Watson and John 





gS TWN PP emt 





Samuelson. Old-time conditions 
were discussed and contrasted with 
modern times. Lou Fisher, also of 
the old school of shoemen, praised 
conditions of the old days and de- 
plored the modern tendency to- 
ward smaller families. As someone 
else has remarked: “The best crop 
is the Baby Crop.” Mr. Fisher 
stated that the trend toward smaller 
and smaller families acts as a 
brake toward present-day expan- 
sion of the shoe business. 

Many others of the shoe indus- 
try were in attendance at the Old 
Timers’ meeting besides the shoe 
retailers, since Al Espey repre- 
sented the traveling shoe sales- 
men; Ralph Travoni, the shoe re- 








pair men, and Frank Slasor at- 
tended as representative of the 
Seattle shoe retailers. 


* * * 


P. P. C. H. MASSINGHAM of 
W. E. Massingham, Ltd., Bristol, 
England, writes: 

“I was interested to read in your 
magazine of Jan. 11 of the system 
described for filing catalogues, as 
used by the Fontius Shoe Company 
of Denver. 

“The writer came up against this 
problem some years ago and solved 
it in exactly the same way—the 
only difference being that as soon 
as the new catalogue comes, the old 
one is thrown away; so that there is 
never any need to go through the 
file and weed it out. 

“Many times we read articles in 
your most interesting magazine of 
plans which we have ourselves tried 
and possibly discarded. It does not 
give us swelled heads, and merely 
reminds us that ‘there is nothing 
new under the sun,’ and we are en- 
couraged to try again with success, 
schemes which have been discard- 
ed. 

“We most often fail by not do- 
ing the things that we know—rather 
through lack of knowledge of what 
to do next. Our best thanks for 
your most helpful and inspiring 


paper.” 
* * * 

©©BB LUEBONNET BLUE” is the 
color and name of the state flower 
of Texas. The clear violet tone of 
this color has been translated into 
fabric by Margaret Hayden Rorke, 
managing director of the Textile 
Color Card Association, in honor 


of the Texas Centennial Celebra- 
tion. 

“Bluebonnet Blue” is slated to 
receive wide promotion in Summer 
fashions because it also reflects 
one of the smartest trends in the 
important blue range. 

The bluebonnet, a member of 
the lupine family, grows wild in 
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—Recent fashion reports from Lan- 
don, which has always been to 
men's wear what Paris is to the 
eternal feminine, gives "Elephant's 
Breath" as the popular name for 
a bluish-gray tweed that will prob- 
ably be the dernier cri for men 
for the coming Spring season. 


—lImagine Jack Dempsey meeting 
Gene Tunney and saying: "Hello, 
Gene. What a lovely suit and 
what a charming shade." "Yes," 
Gene might reply, “it's my new 
‘Elephant's Breath’ morning suit.” 

—Or it might be "Hippopotamus 
Whiff," or "Fleur de Camel." 

—At any rate, we're glad to be rid 


of the Wall Street Blues and 
Ledger Reds. 


—And it's a safe bet that men's 
apparel this coming Spring and 
Summer will be more colorful and 
more glamorous than ever before. 


—What an opportunity for new 
ideas in Men's Shoes! 


t.uuet Tae 


President 





Texas, and in the Spring the fields 
of the state are blanketed with 
these fragrant blue flowers. In 
some spots, these blooms share 
space with clusters of prickly pear 
cactus. It is related that, as the 
pioneer settlers in the Southwest 
trekked across the plains of Texas 
in their oxcarts during the latter 
part of the eighteenth and the 
early nineteenth centuries, they 
saw in the Springtime acre upon 
acre of blue flowers, whose petals 
were shaped like tiny bonnets. The 
flower was named the “bluebon- 
net” after the headgear of the 
intrepid pioneer women. 

The Texas Centennial Commit- 


tee will give “Bluebonnet Blue” 
wide publicity throughout the coun- 
try in the press and over the air 
and this animated flower tone will 
also be featured in fashion shows, 
store displays and at various so- 
cial events. 
* * * 

GEORGE E. MUSEBECK of Dan- 
ville, Illinois, who sponsors the 
Orthopedic Institute, announces 
classes in the Orthopedic Institute 
School for Dealers beginning on 
these dates: March 2, 16; April 
20; May 4, 18; June 8, 22; July 
6, 20; August 10, 31; September 
14, 28; October 12, 26; Novem- 
ber 2, 16, and last for five days. 

“The first class opened with 
twenty-five merchant students. More 
than one present was heard to ex- 
press sincere énjoyment and relief 
that there was “never a dull mo- 
ment.” Whether it was Anatomy, 
Physiology, Posture, Advertising, 
Salesmanship or Business Finance 
that was being discussed, everyone 
remained attentive with pencils 
busy taking notes on the most im- 
portant points. 

“Tt was interesting to see every- 
one enter into the spirit of the 
thing and follow through the week’s 
work—and it was work—morning, 
afternoon, and even some night 
sessions by special request.” 


* * * 


TED PARSONS of the Huth & 
James Shoe Company says: 

“You may not believe it, but in 
my travels I run across shoe 
dealers who actually think their 
success lies in establishing a repu- 
tation for selling cheap shoes. 





“In their own minds they have a 
phobia that nobody wants better 
grades any more, consequently 
they spend their efforts on the 
cheapest shoes in the store with 
every customer. No wonder they 
wail that they can’t sell good shoes 
—when they are too scared to try. 

“Now, I believe thoroughly in 
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selling every customer just what 
she wants, but the retailer cuts his 
own throat when he continually 
jumps at the conclusion that she 
wants cheap shoes. When the 
dealer gets that in his head he 
loses the knack of presenting the 
better grades in an intelligent way. 
He forgets how to explain the 
obvious economy of quality goods. 
He digs himself into a price rut 
out of which he is unable to climb. 

“It’s all in the mind. It is cer- 
tainly true that what the customer 
buys is influenced greatly by the 
salesman’s outlook on life. If he 
looks on the up-side he’ll naturally 
sell up-grade shoes, if he sees only 
the down-side he'll sell down- 


grades.” 
* * * 


A. H. GEUTING of Geuting’s, 
Philadelphia (“Five Geutings Su- 
pervising”), says: 

“Every city should have a Mas- 
ter Shoe Store. Chestnut Street is 
Philadelphia’s natural shopping 
center and Thirteenth Street is the 
center, shop - wise, of Chestnut 
Street. Our Market Street store 
is but one square from our Chest- 
nut Street shop. We have long 
since been convinced that two 
stores of a single firm within one 
block of each other is just one 
store too many in the interest of 
business economy. 

“So we have determined to close 
Geuting’s Market Street store and 
concentrate on making our Chest- 
nut Street shop America’s Master 
Shoe Store. All the thought and 
energy that has been divided be- 
tween these two central city stores 
will henceforth be given wholly 
to a single expanded central store, 
1308 Chestnut Street. 

“In October, 1907, nearly 30 
years ago, with matured experience 
and authoritative knowledge of 
shoes, the founder of this business 
saw the necessity of a Master Shoe 
Store in Philadelphia that would 
cater not only to the best people of 
the community, but would also look 
after families in every station of 
life. 

“We have surely built the finest 
departmentalized specialty shoe 


shops in Philadelphia. Now we 
promise you to create the Master 
Shoe Store of America.” 


* * * 


ON current style trends for Spring, 
Al Gude, of Los Angeles, says: 

“The lower, softer lines in the 
new Spring shoes are meeting with 
ready acceptance among the con- 
sumers. Women like the more 
graceful and dainty shoes which 
are being shown them. They also 
like the decidedly lower silhouette. 
Pumps, for the first time in many 
years, are again important due to 
the softer, lower silhouette. In- 
fluencing the shoe silhouette more 
than any other factor has been the 
dress trend this year. With the re- 
turn of the feminine vogue, neck- 
lines have assumed importance. 
They are softer, lower cut in some 
cases, and others draped. Then, 
too, is the influence of the shorter 
skirt which is most influential in 
causing more detail in shoes, more 
trimming and much more daintier 
lines.” 

*% * * 

BJ. A. MUNROE of E. T. Wright 
& Co., Inc., Rockland, Mass., says: 

“T note a decided improvement 
in the demand for high grade men’s 
shoes. This is based not only on 
our sales of Arch Preserver shoes, 
but on what I hear of progress made 
in other lines as well. Our sales 
in 1935 showed a good increase 
over those in 1934, and we expect 
that the improvement will continue 


in 1936. Sales in January of this 
year were larger than in January 


of 1935.” 


* * * 


TO Columbus, Ohio, goes the 
honor of being the “center of pop- 
ulation” for the shoe stores of the 
country. That is, about the same 
number of shoe stores lie east of 
Columbus as lie west. And about 
as many are north of Columbus 
as are south of it. 

The census also reveals that if 
you draw a rough line from Chi- 
cago to Washington, in the district 
above that line exclusive shoe stores 
sell about two-thirds of the total 
shoes sold, while other kinds of 
stores sell the other third of the 
total. Then in the Missouri Val- 
ley and in the South Atlantic re- 
gions a little less than half of the 
shoe volume is done in exclusive 
shoe stores. 

In the region from Alabama to 
Texas, as well as in the Mountain 
States, only one-third of the vol- 
ume is in shoe stores, the remain- 
ing two-thirds being sold in other 
kinds of stores. On the West Coast 
the shoe stores of Oregon and 
Washington sell nearly half the 
total shoes sold, while in Cali- 
fornia the shoe stores account for 
more than two-thirds of the total. 

In other words, the greater the 
population per square mile the 
greater the proportion of shoes 
sold in shoe stores as compared 
with shoe sales in other types of 
stores. 





"Talk about our powerful advertising. Look what mushed in from the Bronx.” 
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Our field editor reports the first Spring 
shoe fashions observed at this famous 


eoast event 


SANTA ANITA’S 
BIG RACE 
IS RUN 


And the Fashion Pace 
is Swift 


Two interesting: gypsy seam 
treatments are shown in the 
shoes illustrated above. 
Both have seam edged 
with gold piping. The shoe 
at the left, in brown kid, has 
imitation lacing, also in 
gold. The one at the right 
is of patent leather. 


by 
HARRY R. 
TERHUNE 


ABOVE, Left to right: 

Navy kid one-eyelet tie with novel stitched 
tongue in a flower-like design. The buckled 
shoe in reverse calf is a favored pattern. 
Broad strap featured in navy or amber tones. 


At Santa Anita, Jean Chatburn is wearing a smart double- 

breasted black and white plaid coat with black accessories. 

Mary Carlisle is watching the horses run in her one-button 

brown tailored suit. Her light tan polo coat is worn over her 
shoulders. Her accessories are brown. 


OPPOSITE PAGE, Left to right: 

Blue kid pump with a new folded tongue 
treatment. High front patent leather with 
imitation lacings in white; an important sil- 
houette. Square toed and heeled sandal in 


blue calfskin. 
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SANTA ANITA HANDICAP, run Feb. 22, just out- 
side Los Angeles, with $100,000 added and an extra 
$12,500 for the trainers and jockeys, brought a capac- 
ity crowd of 100,000 people. 

The throng came in private cars which filled the 
Los Angeles railroad yards, in automobiles, snooty 
and otherwise, in fact by every conceivable means of 
transport. Bets placed aggregated over a million and 
a half dollars, limited only by the capacity of the pari- 
mutuel machines. 

Before Azucar, Discovery, Top Row and the scores 
of other top-notch horses out of the dozen odd starters 
did their bit, a fashion parade of winners was held in 
the exclusive Turf Club House under the direction of 
Gwenn Walters, a fashion authority of note. This 
fashion show is a regular Saturday affair at the track 
with Miss Walters. Few are better able to interpret 
styles than she. Many of the observations given here 
are based on an interview with Miss Walters. 

The Santa Anita races have accelerated a demand 
for the sturdier type of spectator shoes which is quite 
apart from the local preference for many types of 
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THE RICHEST HORSE RACE IN THE WORLD! 


sport shoes for which this section of the country is 
justly famous. While this mode was anticipated by 
some merchants, local stores, as a rule, wholly under- 
estimated its strength. 

Following this general trend we find royal blue alli- 
gator ghillies, oxfords and ties in turns and welts very 
much in evidence. Amber alligator seen on a few, 
stood out as a fashion note. All the wearers carried 
matching handbags. 

Plenty of brogues and ghillies were worn with tweeds 
and other sturdy wools. The monk was the number 
one pattern in reverse calf leather, followed by brogue 
wing tips in black and tan Norwegian. 

Shawl tongue five-eyelet oxfords with 13/8 leather 
heels in any one of a dozen shades of reverse calf or 
suede were in evidence, but brown, blue and gray, 
named in order of importance, predominated. Many 
square toes and heels were found here. The East Coast 
horsey set also seemed to have a particular yen for 
reverse calf ghillies. 

Low heel, square-toe and square-heel shoes of light 

[TURN TO PAGE 64, PLEASE] 
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WILLIAM L. TERHUNE 
Founder of Boot and Shoe Reeorder 


Passes in 86th Year 


1850 
WILLIAM L. TERHUNE 
1936 


A LONG, successful and versatile life came to an end when William L. Terhune 
died on Feb. 23 in Pasadena, Calif——hale and hearty to the very end, except for 
the final accident of falling and fracturing his thigh, which resulted in his death 
at the age of 86. 

Few men have led so full a life, filled with accomplishment, travel and social 
contacts, 

W. L. Terhune was born in 1850 in Newark, N. J., and he began his publishing 
career there while still in his teens, as editor of an amateur paper in which he 
later interested another boy of his own age—the late J. Blair Scribner of the 
house of Scribner and Company. These two youths organized the first National 
Amateur Press Association, with W. L. Terhune as president and it was while 
presiding at the second annual convention of this body, held in Boston, that he 
received the offer which determined the course of his future career. 

At that time there was being published in Boston a popular young folks’ maga- 

[TURN TO PAGE 87, PLEASE] 
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Spectator types: 
All these models stress the 
importance of lively tans for 


trims of all-over shoes. 


Broad straps are widely pro- 
moted, but the oxford con 
tinues in staple demand. 


A sandal 9 

cotton cord | 

color. Sandal of 

lacquered net with gab- 

ardine back. Both models 
with cork heels. 


Sandals and sports shoes. 
Canvas tie with colored 
rubber heel and trim. A 
successful suede-cloth san- 
dal. Patented sandal with 
detachable T-strap- Popular 
Kiltie tongue model. 








’ 


Ox trim, 
the Peciaips 
Store: 











= = 5 
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“As the South goes so go Spring and 
Summer.” This is not just a well-turned promotional 
phrase; there is a lot of good common sense behind it. 
During the past six weeks certain types of sports clothes 
and shoes have been tried and proven in Miami. When 
the sun comes to us in more northerly resorts it will shine 
on these same proven models. 


“The whites most certainly have it” 


but once again combinations are very important. Each 
year at this season we anticipate the day when the com- 
bination will have reached the ascendency. We must 


report at this writing that all around 
Miami white shoes held their own. 
What the ascendency of the com- 
bination wiil mean to the men's shoe 
industry is difficult to anticipate. 
Combinations at present are more im- 
portant for what promise they hold 
for the better grade men's Summer 
business. In the Six Dollars and better 
grades you may look for your biggest 
combination season. 





Perhaps we should say that it will be a season of 
color combinations for there will be color in trim, soles, tongues and laces. 
Leathers? Genuine white buck, white reversed calf, splits and sides and 
white washable calf, with some alligator used for trimming. Believing that 
a picture speaks volumes, we illustrate a comprehensive selection of shoes 
which you may quickly and easily identify. However, we admonish you to 


Bsérwa_carefully the manner in which trims are executed; the punching 


e 
through on-all-white brogue types; the correct spring heel on the rubber- 


soled brogues. Note’ as well the so-called and greatly popu- 
layj ed “Norwegian front" shoe long a favorite with our smarter 
etailers. We stress the importance too of the rubber sole being 
correct as to fabrication and color, and also the im- 
portance of lighter trims. This year the tan is called British 
Tan. We call your especial attention to the reverse trim 
this year used as an inlay and to the correct matching 


of soles to saddles, in color and in some cases—texture. 








Look for @ season of lighter and 
more flexible shoes this Summer. Leathers are 
lighter in weight and more natural in surface and 
tannage. Detailing is more severe and classic. Toes 
are squarer and fuller. Brogues show less perforation 
and pinking—some feature punching all the way 
through the vamp. Quite naturally, bluchers are less 
important for Summer wear, but some men will 
doubtless favor them in lighter weight, unlined types. 
Custom effects seem to be more a part of the shoe, 
that is more inherently good shoemaking than ever 


before. Over-detailing, heavy punching, perfora- 
tions, etc., are definitely on the wane; extensions are 


narrower; spades are shorter. 

Lasts are again showing indication of lengthening 
out, due perhaps to the English square toe shoe which 
we illustrate on the opposite page. 

Two-tone shoes will be seen for street wear just 
as white buck, brown and gray combinations will in- 
evitably be worn. The outstanding novelty shoe in- 
spired by the Mexican motif features unusual lacings 


on the forepart. 








The ancient and honorable ambition of 
tailer to sell a complete shoe wardrob 
never more possible of realization. Condi 


better styling, and a receptive public h 


promise of more sales of more than one pa 















































T HERE’S enough variety in styles of boys’ shoes this season to cover the 
needs of any kind of store or any kind of boy, from the “dressy” type of 
youngster who wants shoes with the grown-up look, to the rough-and-tumble, 
out-of-door chap, whose Summer interests center on active sports. You can 
sell the latter sort a moccasin, like the one we show in the panel below, and 
which is a standardized number in any shoe stock, or for that matter a plain 
toe Blucher in brown reversed calf, or the chamois shade. 

Genuine white buck, with wing tips, perforated, in some cases, right through 
for ventilation, have a very distinct place in the better grades, with black and 
white combinations strong at all price levels. Graduation shoes are an im- 
portant factor in the season ahead, and all-whites and combinations will sell. 


Summer camps will doubtless attract more boys this year than ever before. 
Find out what’s “regulation” in shoes for the camps that the boys of your 
town will attend. When you know that, you’ll have a pretty accurate picture 
of vacation shoes. Of course the new sneakers will be big volume sellers. 


Shoes illustrated clockwise: Boy's genuine white buck, wing tipped 
brogue with perforations. 

Sturdy moccasin type in tan elk with heavy 
crepe rubber sole. 

White buck and tan calf, wing-tipped com- 
Child's moccasin in tan and cream smoked bination. " 

elk. Tan or Luggage reverse calf, split or side 
Play shoe in perforated calfskin. leather in a fuller toe brogue. 


A new infant's boot that slips on with ease, 
because of the carrying forward of the 
lace-stay. 





WHEN arctics get put away, the Kiltie tongue comes forward as one of the 
most popular Spring shoes for all ages of girls. It’s a shoe they like all the 
year around—but rubbers play havoc with the fringes, so the Spring is its 
best season. 

Ventilated, unlined reverse calf shoes are getting stronger every year. Many 
firms that never considered them before are putting them in this Spring, even 
down to the small sizes. For older girls, navy blue shoes, in both smooth and 
sueded leathers, are expected to amount to real volume this year. Kiltie ox- 
fords, ghillies and broad straps share the honors in patterns. 

Later on, when Summer clothes come into the picture, whites again have 
their undisputed place in the sun. A striking development is the new styling 
in rubber footwear lines . . . the introduction of color touches, of more pattern 
variety. Retailers will show these shoes not as a substitute for the more sub- 
stantial leather shoes, but as extra items to bring added business to their 
departments and help make juvenile shoe selling profitable. 


Shoes illustrated clockwise: 
A new perforated toe in a girl's barefoot 


The growing girl's broad strap reflects the 
general importance of this pattern. 


sandal. 


The Kiltie tongue shoe gets more important 
every season. 


A bow-trimmed party shoe in white calf. 
One of the new, styled-up rubber shoes. 


In this dress sandal, the tonque-like treat- 
ment of the T-strap is new. 

The ghillie is a strong favorite with misses 
for Spring. 

Reverse calf oxford with crepe sole in 
matching color 



































Suggested poster design for National Foot Health 
Week promotion, in green and black for window 
posters and display cards, or may be used in 


black and white for newspaper advertising cuts. 


@NCE again Boor anp SHoe RecorpeER proclaims 
National Foot Health Week for every shoe store, every- 
where, April 13 to 18, the week following Easter. For 
the seventh successive year shoe merchants the coun- 
try over are planning their annual campaign to make 
the public foot conscious in Springtime. There’s a 
reason for choosing this particular week in the year 
for National Foot Health Week. It’s in the Spring that 
change of season causes all sorts of sensitive foot con- 
ditions, and so it’s logical at this time to carry a mes- 
sage of foot health, and the need of proper shoes and 
proper fitting, to a public ready and eager to receive it. 

From a merchandising angle, the week after Easter 
is timed perfectly to pick up the story of shoe promo- 
tion at a time when fashion interest has waned a bit 
and when stores might naturally anticipate a slump 
in sales, following the festival, if they had nothing 
new to tell and sell. Foot Health Week furnishes that 
new and needed selling story—an interlude between 
the Easter promotions and the subsequent emphasis 
on styles for late Spring selling. It gives the service 
type of store a Spring sales message, and the style shoe 
store a chance to remind the public that it has more 
than style to offer. And so we repeat what we said in 
our initial RECORDER announcement of National Foot 
Health Week for 1936: 

“In announcing National Foot Health Week, we ask 
the earnest cooperation of all sincere shoe men who 
feel that they are equipped to render extra service, 
extra inspection, extra counsel and advice during that 
week. 

“We put an emphasis on National Foot Health Week 
as the week for professional shoe service in every shoe 
store of America that carries shoes of foot health char- 
acter. We enlist the cooperation of all other agencies 
of publicity and promotion, of all orthopedic doctors, 
podiatrists, chiropodists and practical men who know 


The Feet of the Statue, "Clytie" in the Metropolitan 
Museum of Art, New York, inspired the 1936 Foot Health 
Week design, shown on opposite page. 








A Cooperative Post-Easter Promotion 





shoes and the relation of fitting principles to foot 
needs. 

“Foot Comfort is fashionable! The great national 
interest in Foot Comfort now has the further impetus of 
fashion. The time has come when every store that 
does a fitting job must let the public know it. 

“Fashion demands shoes that give natural grace, 
poise and foot freedom. 

“The point has been reached where the store that 
does not participate in FOOT HEALTH WEEK will 
give the public reason to doubt the store’s ability to 
render real service. 

“The first step to successful participation is to check 
up and size up your stocks, particularly in smartly 
styled health feature shoes. Healthy stocks of the right 
shoes and competent fitting service are essentials to 
successful participation. Be sure that stocks and service 
are right and ready to reap prestige and profit.” 


NEXT, get together with your fellow shoe merchants 
in your community and plan a Cooperative Promotion 
Program. Already the RecorDER has presented plans 
and suggestions for the organization of a Cooperative 
Foot Health Week campaign and for individual pub- 
licity and promotion. More suggestions and ideas of 
a practical workable character appear elsewhere in 
this issue, and will appear in subsequent issues between 
now and National Foot Health Week. 

Don’t forget the dates, April 13-18. And don’t fail 
to plan early to make this year’s National Foot Health 
Week the biggest, best, most profitable Foot Health 
promotion you have ever put over in your store. 


THIS IS A NATURAL 


How to finance the sale of orthopedic shoes as 
proposed in the Boot and Shoe Recorder—Feb- 
ruary I5th issue, pages 18, 19, 26 and in the 
February 22nd issue—pages 20 and 2!|—has met a 
national response in terms of interest on the part 
of merchants, traveling men and manufacturers. 

The Recorder shows the way "to sell the customer 
an initial wardrobe of corrective shoes," though 
the customer may pay for them on the extended 
credit of 90 days. There is no foot help when the 
customer wears the old shoes two-thirds of the 
time and the new-principle-shoe, fitted to her 
need, less than one-third of the time. To give a 
customer the benefit of the new and better shoes 
right from the start, sell a complete and correct 
footwear wardrobe during Foot Health Week. 
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Merchants Who Pay More Attention to the Thermometer Are Less 
Likely to Run a “Sales”’’ Temperature 
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SELLING SHOES 


NATURE sticks closer to the calendar seasons than 
many merchants do. And apparently it doesn’t do 
much good to try to force Nature to meet our ideas of 
when various seasons should start or end. 

The same thought applies to a good many other 
towns throughout the country and the same habit of 
bucking against Nature is found in many places. 

For comparison, the mean temperature for the first 
six months of the year in thirty-seven cities throughout 
the country are given, together with a map that groups 
the mean April temperatures in bands to simplify com- 
parison. 

The lower band, from about the thirty-fifth parallel 
south, is warm in April. Above that is a “medium” 
band. Then comes a cool band. (In fact the tempera- 
ture in New York on the day that this is written regis- 
ters 48 deg. outside my window, which is but one 
degree colder than the mean April temperature of 
49 deg., but there’s plenty of cold weather ahead.) 

Which brings us to the point of asking: “IS IT 
GOOD BUSINESS TO TEACH THE PUBLIC TO 
ANTICIPATE THE SEASONS TOO MUCH?” 

As it is now, in many towns in the medium and cool 
temperature belts where the Spring season could be 
prolonged, whites come out strong, cutting the Spring 
season short, and in turn being themselves featured in 
sales before the temperature permits wearing them. 

The whole question betomes one of LOCAL CO- 


By The SEASON 


OPERATIVE PLANNING. Ask the Evansville (Ind.) 
shoe merchants about their cooperative style shows. 
Check up on New Orleans, Washington, Lansing, and 
a dozen other towns that have found out how much 
every store gains through cooperative planning and 
promotions. 

Not only can you date your white season so as to 
prolong Spring shoe selling, but you can cooperatively 
feature the outstanding style notes of the season. New 
Orleans did a dandy job on blues last Spring, by 
getting together. 

Let each merchant feature his advance styles in 
medium ads if he desires—BUT—get together for your 
Spring Opening, or vour Easter Shoe Show. Then play 
FOOT HEALTH WEEK and SPORT SHOE WEEK 
cooperatively. Date your first white shoe showing co- 
operatively, also. You don’t need to make this as 
obviously cooperative as some of the other occasions. 

And you can date your reductions and sales also. 
By getting together you can get the public out of the 
habit of waiting for early sales. It is trying to get 
ahead of each other that leads to the showing of new 
shoes, and the cutting of prices too early. Look what 
happened to straw hats. Nobody in the “cool” belt 
bought their straws on May 15—Straw Hat Day—and 
by Decoration Day prices were already being cut. 
Not so good for the merchant. 

[TURN TO PAGE 66, PLEASE | 





N OW you can sell Hi-Color Open Type 
summer footwear at $2.00 retail—PLUS 


—all the smart styling and attractiveness 


of higher priced models if you 


Specify 


Arnabuk= 


U. S. PAT. NO. 1,408,871 


ARRABUK 
is offered in all the authentic 
brilliant Hi-Colors for summer 


ARRABUK 

takes any type perforations, cut- 
outs, or pinking—without fraying 
edges 


ARRABUK 
is not a substitute and there is no 


substitute for Arrabuk 


U.S. Pat 


CANADIAN PAT. NO. 294,316 


BRITISH PAT, NO. 319,261 


ARRABUK 

is a suede-like material—water- 
proof, color fast, easily cleaned. 
Does not wear shiny 


ARRABUK 

is One upper material not “up” 
in price. You can maintain 
Quality, Style, and your Mark- 
Up at $2.00 retail with shoes 
made of Arrabuk. 


App. No. D-G0126 


Inquiries to ARROW PRODUCTS, WATERTOWN. MASS.. will receive prompt attention 








Two f c stony ing examples 


of modern\ shoe construc- 
\ tion that are Keeping pace 
¥ "with ashion s Stride. 
Lockstitch j ) \ 


LILEWAY PROCESS COMPANY 


140 .FEMERAL STREET, BOSTON, MASS. 


AMT 


Lockstitch 
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GEORGE J. MAROTT 


Owner 


MAROTT'S SHOE STORE 
INDIANAPOLIS, IND. 


MR. MAROTT 
: SAYS 


“While discussing the forthcoming season’s promotions with members of my organization, 
I had occasion to further notice the splendid results obtained during the past year in the 
merchandising of your footwear, the DR. HISS CLASSIFIED SHOES, featuring the ARCH- 
LOCK and ARCH-RELIEF brands. 


By actual comparison and the application of our knowledge of shoes gained in over sixty- 


one successful years in the business, my conclusion was to feature exclusively as the “nation’s 
foremost correct type footwear” the DR. HISS CLASSIFIED SHOES, ARCHLOCK and 


ARCH-RELIEF. 


The result of my decision is a matter of happy shoe history between your organization and 
mine. These shoes have met with unprecedented acclaim by the women of Indiana, and our 


sale of these shoes has been truly outstanding.” 


Signed— 
GEORGE J. MAROTT 


THE WALKER T. DICKERSON co. 


Columbus Ohio 


When writing advertisers please mention Boot and Shoe Recorder 
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She Edlilors Quilfook 


A COMBINATION THAT CAN’T BE BEAT 


A LITTLE couplet that came to mind after viewing 
a line of cheap, flashy shoes: 

“The fast style that you think best 

May be poorest by fitting stool test” 


is a timely caution now that Spring weather will soon 
be here and a woman’s pent-up passion “to go shop- 
ping” will find outlet in the purchase of footwear and 
apparel quite different from Winter clothes so univer- 
sally needed the country over. 

Shoes need to be more than pictures in three dimen- 
sions. They need to be fitters and wearers. The last 
point is of utmost importance because the American 
public, if it is to pay more for Spring and Summer 
shoes, is going to demand more. Already the com- 
plaints and grievances of customers show such an in- 
crease as to make many organizations decidedly un- 
happy. The “kicking” customer is a very serious 
problem this year. 

Shoes have got to have “what it takes”—good style, 
good fit and good service. All three in the same pair. 
Many a pattern, designed with enthusiasm, comes to 
a sad ending at the fitting stool, going no further on 
its way to the public except via the bargain table. 

Frank S. Cunningham of Butler Brothers, Chicago, 
puts it in a paragraph: “From time immemorial, the 
practice of merchandising has been for the buyer to 
pick out the goods HE believed HE could sell at a 
profit. He based his action on guess work rather than 
upon fact. Little effort was spent in trying to find out 
what the consumer wanted.” 

So, in these preceding paragraphs, we summarize 
the situation that comes when an effort is made to 
hold to a price and to substitute in place of quality 
the flash and dash of hot patterns. 

So far so good, but let’s look at another picture— 
the continuing sale of corrective, remedial and ortho- 
pedic types of shoes on sober, sedate and ordinary 
patterns. In the case of this branch of the industry, 
experimentation in design has not gone far enough to 
tempt the public to buy more pairs of shoes. If all 
shoes were orthopedic and built on present patterns, 
the production in numbers of pairs. would be almost 
cut in half. One of the self-axiomatic statements made 
by retail store salesmen is that it takes twice as long to 
fit an orthopedic customer and the shoes are worn twice 
as long as they ought to be. 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


It is not for reason of economy that the shoes are 
worn for that length of time, but for policies of the 
trade in relation to most footwear of the orthopedic 
type. 

If more orthopedic shoes are to be sold, more style 
and color must be put into their pattern and design 
and particularly so in the Spring and Summer run. 
The customer gets so much contentment out of a well- 
fitted orthopedic shoe that he becomes a one-pair 
wearer. That’s not good for industry. 

We were very much pleased to hear General Manager 
Rolfe of the Dalsimer store in Philadelphia, at its 
sixtieth celebration, say to the store staff: “It has been 
my experience that women, whether sixteen or sixty, 
are susceptible to tactful flattery. In the presentation 
of footwear, don’t start telling the customer the merits 
of comfort and of health. Remember, a woman is vain 
until she dies. Please her with the pattern and then 
give her increased satisfaction through fit and super- 
satisfaction through the correction of any foot trouble.” 

In this issue we have tried to combine the presenta- 
tion of fashion, as well as foot health, in the hopes that 
merchants would blend these elements in such a way 
as to increase sales, increase profits and increase pres- 
tige to store and industry. 

It’s Springtime. Mankind (and particularly woman- 
kind) turns to style. It has always been so and in all 
probability always will be. Recently we had a little 
item in the voice of the trade from a Chinese philos- 
opher, indicating that a trim ankle and a pretty foot 
had its appeal centuries ago. That appeal continues 
for beauty, even though it is artificial and departs 
from Nature, plays a part in the desire for footwear. 
The Chinese philosopher also indicated that by some 
strange mysticism the foot was, in a sense, a factor in 
sex and by some strange atavism, man will still turn 
his head to look at a trim ankle. 

So let us not forget in the field of corrective, 
remedial and feature shoes that there is a factor of 
truth in what was said above: “A woman is vain until 
she dies.” 





BOOT AND SHOE RECORDER, February 29, 1936 





1500 NEW CUSTOMERS 


IN ONE YEAR—FOR ONE SHOE STORE 


.ehow’s your 
prescription 
business ? 


e@ Are you getting this steady, full-profit trade? If 
not, remember that prescription profits are going 
to the dealer who has “what the doctor ordered.” 
And Foot Specialists all over the country are pre- 
scribing Walk-Over Main Spring* Arch Shoes for 
both men and women, the line that won its profes- 


sional endorsement by actual results. rec. u.s. par. or. 


We have a complete plan to help you 
build a Walk-Over Prescription Shoe 
business. Write for details today. 


°GEO. E. KEITH COMPANY: 
CAMPELLO, BROCKTON, MASS. 


£ i 


WALK-OVER MAIN SPRING ARCH SHOES 
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Green and White Upson Board 
panels, with a poster mounted | 
on the front white panel. For 

smart ledge trim. 


NATIONAL FOOT HEALTH WEEK is a nationwide 
event. But it doesn’t stop at boundary lines. Whether 
Spring comes in April, as it does up North, or whether 
the season starts in December, as in some of our south- 
ern cities, the shoe merchants that do a fitting job have 
found a “natural” in Foot Health Week. It has become 
a cooperative event in several Canadian cities, the same 
as it has in scores of cities throughout the United States. 

Foot Health Week is at its biggest best, as a coopera- 
tive event, put over with a promotion campaign that 
will do double duty. It will increase local interest in 
foot health. It will establish qualified stores as foot 
health leaders. 

Probably no single health movement has ever re- 
ceived greater attention than Foot Health has gained 
during the past five years. National magazines, wo- 
men’s clubs, educational bodies have boosted it. This 
in addition to all the good work done by leaders among 
foot specialists and shoe merchants. Even Spring ap- 
parel fashions demand shoes that give comfort with 
smartness for 1936. 

The point has been reached where any store that 
qualifies in doing a fitting job needs to participate in 
Foot Health Week—to identify the store as a foot 
health center. 

In other words, such a fine proportion of the public 
is already interested in foot health that qualified stores 
must establish their positions as leaders in the move- 
ment. 

In passing let it be recorded that Foot Health Week 
did more than any other thing to get merchants of 
various localities to cooperate in promotions. 

That’s just one more reason why you should take an 
active interest in seeing that foot health is made a co- 
operative event in your city, if it is not already estab- 


lished. 
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Shoe Case trim. White corrugated “background” with poster centered. Green 
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floor of paper or blotters. 





Cooperation makes one of the year’s biggest shoe 
promotion weeks still bigger in prestige and profits 
for qualified stores that participate. 

The first step is to get together and plan a practical 
program starting with a special page or supplement, 
preferably called Foot Health News or a similar name. 
It should include the ads of individual stores, with 
timely articles on foot health, and comment and en- 
dorsement of the event by local authorities and well- 
known people, together with news of any special fea- 
tures or contests that will be a part of the program. 

It should be preceded by a “teaser” series and fol- 
lowed by individual or cooperative ads to sustain in- 
terest during Foot Health Week, April 13 to 18. 

Whether direct mail announcement shall be made 
cooperatively is a matter of local decision. A special 
distribution of reprints of the newspaper page or sec- 
tion might be backed up with a simple mailing folder. 
In some cases, if all stores used their own direct mail, 
there might be considerable overlapping. To prevent 
that, a cooperative mailing piece could be used, with 
the names of all participating stores included. 


WINDOWS should receive considerable attention. 
Give first and second prizes for best displays. A merit 
certificate to the store, and cash to the man who does 
the work. The colors and design of the official Foot 
Health Week poster give a basis for promotional tie-up 
between all windows, while the handling of the subject 
by the different men will give individuality. 

Lectures and talks by competent individuals at 
schools, clubs and soc‘eties and over the radio are a 
very important feature. Be sure the speakers stick to 
the general principles of foot health, and do not pro- 
pound “personal isms” to confuse the issue. Use a 
series of radio spot announcements as reminders 
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Health Week Promotion Program 


BRM vcd weRneanre 





FOR FOOT HEALTH 
TRY 
(NAME) SHOES 








_——E 





AND | 
(STORE NAME) FITTING 

















What to do and how to do it— 


whether you're planning on 


@ cooperative promotion or. 


an individual store campaign 


throughout the week. Some of the speakers might get 
in their work ahead of Foot Health Week—building 
up interest ahead of the announcements of the event. 

Contests and exhibits add much interest, and can be 
done well cooperatively. Walking contests, beautiful 
foot contests, letters on the importance of foot health. 
In 1933 Lansing merchants held a walking marathon 
that created quite a sensation. Whether foot clinics 
should be cooperative or sponsored by individual stores, 
depends upon local circumstances. 

Each section of the promotion program should be 


he | 














Here's a setting for Foot Health Week that 
can be all made up in advance and installed 
in a very few minutes. 


handled by a committee with a chairman who will get 
things done. Committee chairmen should be respon- 
sible to the chairman in chief. A _ secretary-treasurer 
will also be needed, unless you have a regular organ- 
ization already established. 

While the cooperative promotion program will get 
the greatest general attention, it is up to each individual 
store to do a good promotion job also in order to 
make the most of the opportunity. In this, as in any 
other event, a half-hearted promotion will get quarter- 
hearted interest. 

You have got to do a real selling job. That doesn’t 
mean an expensive job, but it does mean a complete 
You must make your store an important 
It begins with sizing 
Even the fastest “in 


promotion. 
foot health center in your city. 
up your stock of feature shoes. 








oy 
R. E. ANDRUS 


On a "blackboard" made of painted 

Upson board, show a series of sketches 

giving “right and wrong" examples of 

various foot conditions. Use a poster (or 

more) to tie-up Foot Health Week and 

show feature shoes on the plateaus be- 
fore the blackboard. 
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Foot Health Week color trim—Trim 
the front edge of the ledge with a 
border of light wood strips 4 x !/2 inch, 
overlapped, and painted green and 
white. The colors will be good for all 
summer, as a cool decoration. 


An enlarged photo (preferably of local 
origin) showing a hurrying crowd on 
the street is the basis of this back- 
ground for Foot Health Week. The 
shoes are displayed on the sloping 
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A National Foot Health 


Promotion Program 








surface. 


stock” service does not justify you in being short on 
sizes at the start of the event! 

Check up on your salespeople, also. Foot Health 
Week calls for service-plus at the fitting stool. A free 
foot clinic is a good feature. If necessary, secure the 
cooperation of a good chiropodist or podiatrist. It’s 
probably best to have him at the store at stated hours. 
Some stores issue free examination tickets to be used 
at the store (a way of dramatizing the service) or at 
the doctor’s office. 

Last year the N.S.R.A. 
“orthopedic thinking” for Fall in juvenile footwear. 
A suggestion was given in the July 20 issue of Boot 
AND SHOE Recorper for a free quarterly child’s foot 


committee recommended 


examination. 

On the card suggested, below the child’s name and 
address, appeared the copy: “. . . is entitled to free foot 
examination at (store name) every three months, be- 


ginning (date). Th’s examination is part of this store’s 
service to children to insure proper development of 
children’s feet. 

This idea is good now, where foot examinations are 
not a part of the school health service. 

Still another angle is the “pledge card”—‘I promise 
that during the coming year I shall do everything pos- 
sible to have all members of my family take better care 
of their feet by wearing proper shoes correctly fitted.” 

A contest for older school children could give prizes 
for the best essay on “Why and How I Should Take 
Care of My Feet.” 

Another contest that is simple is that of making the 
greatest number of common words from the name of 
your outstanding feature shoe. 

Be sure to get a complete tie-up between advertis- 
ing, window displays, interior displays. Be especially 
careful about having good interior decorations and 

[TURN TO PAGE 66, PLEASE] 














Animated displays always attract atten- 
tion. This "stage" with an opening just 
large enough to show the feet and lower 
legs can be used in the window or in the 
store. If used in the window place the 
shoes before the set, and on the "stage" 
when not being used by the models. A 
lecturer with a microphone arrangement 
can do a lot of good for the store in a 
series of 5 or 10-minute shows given at 
stated intervals. Between shows put in 
artificial legs with stockings and shoes on 
them. The platform (stage) should be 
about two feet from the floor, with a 
total height of 8 feet for the front to 
conceal the models. 
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NO THANKS. 
I GET A THRILL 
olihmme)am's.08-40\cemm... Say Thousands 
| of Women who 
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The New 
AULT WILLIAMSON 
TURNS | 


















lies real opportunity to 
increase your Spring 
and Summer business. 
Thousands of women in 
your community want 
and can be sold the 
flexibility, lightness, 
andthe new, refined sty!]- 
ing in Ault Williamson a 
Hand Turns now in No. 852—BLACK KID 
stock. Foot Health No. 852-6-—WHITE KID 
starts with foot comfort IN-STOCK AAA TO D 
—and nothing can be 
more comfortable than 
a turn. 



















bo ec 
peed 


AuLT WILLIAMSON 


SHOE CO. . 
AUBURN MAINE No, 134 BLACK KID. 


IN-STOCK AAA TO D 
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BOOT AND SHOE 


HERE’S AN EYE-OPENER 
Concerning the White Shoe Cleaner Problem 


SHU-SNO is a neutral white shoe cleaner, 


free from alkali, developed especially to protect 
white upper leather. Shu-Sno removes dirt with- 
out affecting the leather in any way. Shu-Sno 
comes in a compact with a sponge. Two sizes: 
10c and 25¢ Retailers—100% mark-up for you. 


© 
SN 
rt 8s 


O PRODUCTS CO. 
T H OH I 


M O U 


HERE are over 300 white shoe cleaners on the market. 

Very few of them are not without some detrimental effect 
on white leather. Many are decidedly alkaline, some contain 
harmful solvents, some contain abrasives—al! of which are 
harmful to leather. As the result, white shoes do not give the 
expected service; customers become dissatisfied; and the white 
shoes are unfairly blamed. Our research conducted over a 
period of three years has definitely determined that the cause 
of deterioration of white leather in service is not due to the 
leather, but to the inferior cleaners used by the public. 


Shoe Dealers should be exceedingly careful as to the cleaners 
they will recommend for use on their white shoes. Very inter- 
esting information on this subject has been incorporated in a 
series of articles published by “Hide and Leather.” Reprints 


are available upon request. 


O 








——— ee anemones 


SHU-SNO PRODUCTS CO., Portsmouth, Ohio. 


Gentlemen: We are interested in what you have to say about 


white shoe cleaner problem. You may send us: 


ADDRESS 





a | 
\ 


use this coupon please 


(] Full details regarding your special free goods offer. 


(_] Reprints of the articles describing the results of your 
laboratory research on white shoe cleaners. 
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Chiropodists Hold 
Annual Convention 


BRIDGEPORT, CONN. — Educational 
presentations featured the annual con- 
vention of the Connecticut Pedic So- 
ciety, held February 12, at the Hotel 
Stratfield here. Chiropodists and podi- 
atrists attending heard a large number 
of talks on various phases of their 
profession. 

Dr. Vincent Jablon, Danbury, pre- 
sented a film showing surgical removal 
of an ingrown nail. Dr. T. W. Bene- 
dict, Stamford, gave clinical demonstra- 
tions of shielding and strapping. A 
demonstration of manipulative therapy 
was given by Dr. Max Farber, Nor- 
walk. 

Dr. Dudley J. Morton, author of 
“The Human Foot,” discussed his new 
theories on foot disabilities. Other 
speakers on the program included Dr. 
Daniel P. Griffin, neuro-psychiatrist at 
Bridgeport General Hospital, ‘Poise 
and Posture’; Dr. David Lubarsky, 
professor, New York Institute, “Physio- 
therapy in Ankle Conditions,” and Dr. 
G. Elmer Harford, assistant professor, 
Temple University, “Dissection of the 
Human Leg and Foot, Demonstrating 
the Origin and Insertion of Muscles.” 

Among those heard at the closing 
banquet in the evening were Dr. Ray 
Willoughby, dean of the School of 
Chiropody, Temple University; Dr. 
Berkley Parmelee, president, Bridge- 
port Medical Society, and Dr. Joseph 
Lelyveld, editor of the Journal of the 
National Association of Chiropodists. 
Dr. John D. Walker is president of the 
Connecticut Pedic Society. 

Under the terms of an amendment 
to the General Statutes enacted by the 
1935 Connecticut Legislature, chiro- 
practors are now classified as phy- 
sicians as the term is used in the 
Workmen’s Compensation Law. This 
recognition of the importance of foot 
treatment gives the chiropractors un- 
questioned right to use the title “Doc- 
tor.” 


To Open New Department 


CoLUMBUS, OHIO—George W. Mor- 
gan will open a women’s shoe depart- 
ment in the Bullock Store, a women’s 
specialty shop at 112 South High 
Street. Dan King will manage this de- 
partment. Mr. King was formerly con- 
nected with the Dunn-Taft Company 
for nine years. Moulton-Bariley shoes 
will be featured. 


H. B. Wright Manager 


NASHVILLE, TENN.—H. B. Wright 
has been appointed as the new manager 
of the shoe department of Feld’s store, 
located at 315 Third Avenue, North, 
Nashville. Mr. Wright has had ex- 
perience with shoe stores in both Nash- 
ville and Columbus, Ohio. 





Foot Health Insurance 


THAT MAKES REPEAT SALES 
AND NEW CUSTOMERS 


Old Colony Shoe Company's Non-Curl 


Innersole and Foot Balance Heel 


* 


The Non-Curl Innersole and Foot Balance Heel 
is effective in orthopedic or corrective footwear 
as in street, dress or sport shoes. Its special 
features have a tremendous sales value and 
guarantee you a steady, repeat business with a 
generous profit. 

* 


Write for the new In-Stock catalog of dis- 
tinctive custom lasts and patterns featured 
by 

OLD COLONY SHOE COMPANY 


Foot Balance 


Non-Curl Innersole 


This heel has a fea- ? 

tured extension, A retailer’s or buyer’s success is based on repeat sales. 
the arch of ety abe Here at last is a guaranteed non-curl innersole and em- 
sorke the or S eaaere: ag bodying other features to prevent the cracking of the inner- 
distribute ‘the weight sole and the shifting of its bottom filler to cause discomfort 


to the foot. 


Old Colony Shoe Co. “ass” 


Where Skilled Craftsmanship and 
Quality Leathers Make Good Shoes. 





5 IT won't be long till the 

first hardy golfers will be 
out on the fairways. And then 
they'll discover that last year's 
golf shoes are through. Will 
you have your new stocks ready 
for them? Begin showing a pair 
or two in your window displays 
each week. 


YOU'LL want to revise 

your window displays to- 
day for the coming week. Do 
you do it by "guess" or have 
you a well-planned window 
schedule that provides its fair 
share of display space for 
each of your lines during pre- 
Easter selling season? 


13 NOTE the date—Friday 
the 13th. A good day 
for a window sale of "Bar- 
gains That Make Friday the 13th 
Your Lucky Day" if you have 
some slow sellers you want to 
move. And it's also the day 
for an attention-getting style 
ad for Saturday business. 
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THE RETAIL 


To Produce 
More Profit Through Planning— 


SIX weeks until Easter. 

Spring windows, also in- 
terior trims should be in place 
today, or, certainly not later 
than a week from today. And 
your window merchandise dis- 
plays should be the very smart- 
est Spring style trims that you 
can devise. 


6 A SMART style ad in to- 

day's newspaper will help 
make tomorrow a busy Satur; 
day. And if you find, in pre- 
paring your ad, that you're 
short on good illustrations 
check over your newspaper's 
mat service and reserve any 
that you may be able to use in 
March. 


10 WHAT is your best sell- 

ing price in men's shoes? 
Why not write a breezy, inter- 
esting letter about what you 
have to offer at this price and 
send it out to your mailing list 
today? And be sure those 
same styles are well displayed 
in the window too! 


14 DO you fry to sell silk 

hosiery to every woman 
who buys new Spring shoes? If 
you don't you're letting profit- 
able business walk out the front 
door. Try it today. Show the 
proper hose to match the shoes 
you sell and you'll often sell the 
hose too. 


3 IF your Spring window 

trims went in yesterday 
you should follow-up immedi- 
ately with your Spring style an- 
nouncement mailing to your 
customer list. A smart little 
folder showing some of your 
best styles accompanied by a 
letter will be suitable. 


7 EVERY Saturday from now 

'til Easter should be a 
banner day. Be sure you are 
ready, with the store interior 
inviting, with smart displays in 
the windows and inside, and 
with every salesperson fully in- 
formed on the new styles and 
capable of doing a good selling 
job. 


11 THE day for your week- 

ly stock check—and 
make it a thorough check so 
that when it is done you will 
KNOW what styles are receiv- 
ing the most favor, which ones 
you had best reorder at once. 
Watch your sizes, and hosiery 
colors. Beware of "OUTS"— 
they are costly! 


4 WHEN you make your 
weekly check of stocks 
today check first to make sure 
you have COMPLETE stocks of 
the newest styles that will be 
your big March sellers. Check 
too the remaining early Spring 
style stocks which should be 
cleared away immediately. 


12 HAVE you given any 
thought to the possibil- 
ity of air conditioning your 
store for the summer season? 
It is worth investigating. The 
first store in your town to take 
this forward step will have a 
tremendous advantage and a 
great advertising feature. 


16 CHANGE your window 
displays today—and 
your window cards too. Play 
up the newly arrived styles. 
Arrange a unit of hosiery in 
the most popular selling shade 
with a card telling about it. 
Give particular thought to the 
wording of your cards. Make 


them SELL! 





ae ee i i | 
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Calendar for 


A Working Schedule for Busy Merchants 


17 ST. PATRICK'S DAY. A 

little window display or 
even a card calling attention 
to the fact will be advisable. 
And why not give a little green 
silk shamrock for the coat lapel 
to every customer? It is little 
things like this that make folks 
talk about your store. 


9 A GOOD card for the 

window today might 
read, "The Calendar Says 
Spring is Officially Here—And 
So Do These Smart Footwear 
Styles." Did you find that men- 
tioning hosiery to shoe buyers 
helped business last Saturday? 
Then why not do it every busi- 
ness day? 


95 AFTER making today's 
stock check, it would be 
advisable to check your orders 
to see what is outstanding. 
Styles that have been on order 
too long may be outdated when 
they arrive! Give thought too 
to the merchandise you will be 
needing AFTER Easter. 


18 WHEN you have fin- 

ished your check of 
stocks today compare it with 
the one of two weeks ago and 
see what has happened to 
those slow-moving early Spring 
styles you found then. Are 
they gone? If not, WHY NOT? 
They're worth less to you every 


96 SOME stores make a 

good thing out of insti- 
tutional business. It requires 
special orders and offers a 
closer mark-up, but if there are 
any institutions, such as orphan- 
ages in your community, is there 
any reason why you should not 
go after their business? 


30 IF you have not givea 
children's shoes a good 
window recently now is the time 
for it. And in putting in the 
new trims today, try to get 
more life and interest into them. 
If you were a stranger, passing 
by, would your windows make 


YOU stop and look? 


19 WHY not send out a 

mailing card to your cus- 
tomer list today, with a brief 
message saying, "Smokemist is 
our biggest selling color in 
Hosiery. Have you seen it? 
There is a display in our window 
right now. You'll like it—and 
you'll like the price!" 


93 THE display cards in 
your new window dis- 
plays today should talk Easter." 
And the displays should be as 
smart and stylish as you can 
devise. And there should be a 
price ticket on every pair of 
shoes displayed. Would you run 
an ad without prices? 


97 YOU'LL need a big ad 
tonight to compete with 
the volume of Spring style ad- 
vertising in the newspaper. And 
"Two Weeks Until Easter" 
should be your theme. Give 
plenty of space to silk hosiery. 
This is the season when you 
should get big hosiery volume. 


31 ARE your plans for April 

in readiness? And have 
you given due thought to the 
two weeks that follow Easter? 
They can be made big selling 
weeks too for stores that plan 
a vigorous selling drive. Many 
folks won't buy their new foot- 
wear until AFTER Easter, you 
know. 


90 EASTER is drawing near- 

er. Remind folks of it by 
heading tonight's ad, "Three 
Weeks Until Easter! It's Time 
to Select New Footwear." Use 
big space, feature a few num- 
bers with big illustrations and 
use plenty of white space. Your 
ad must breathe STYLE. 


94 IF your advertising 
budget will stand it a 
broadside mailing reminding 
your trade that Easter is little 
more than two weeks away 
would be very timely. Illustrate 
and price a few of your best 
styles. Make your copy newsy 
and don't be too wordy. 


98 HOW long since you've 
changed your store in- 
terior displays? They should be 
kept fresh and new just as your 
windows. Many a customer who 
comes inside to see one par- 
ticular style you can't supply 
in her size can be diverted to 
another by a good interior dis- 


play. 


Two Big Shoe Store Pro- 

motion Events in April— 

Easter and National Foot 

Health Week—Plan for 
Them Now. 





Style 0012 Blk. Kid Low Blu. 
Style 0014 Bro. Kid Low Blu. 


Style 011 Blk. Kid High Blu. 





GO 
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DESIGN BY 


STACY-ADAMS 


MADISON 
COMBINATION 


THE INDUSTRY'S FIRST 
AND MOST POPULAR 
CORRECTIVE COMBINATION 


LAST 


No last in shoe history has had such 
widespread recognition as the MADI- 
SON COMBINATION. 


Stacy-Adams background of more than 


a half century of fine shoemaking 
created this first combination last. Al- 
though greater attention is being paid 
to preventive and corrective footwear 
today than ever before the Madison 
Last is as corrective in design as it is 


possible 


to produce and without the 


objectionable ornate features. 


STACY-ADAMS 


1 
Heel held firmly. 

2 
Arch Elevation, 
supporting Instep 
Bones — Holding 
Longitudinal Arch 
in place. 

3 
Combination Instep 
Measurements. 


4 


Snug Waist—Holds 
Metatarsal Arch. 


5 
No pressure over 
great toe ‘‘Lead- 
ers.” 


6 
Free-fitting Ball. 


= 
‘ 


A Genuine or Myer 
Line. The basis of 
correct posture re- 
lieving weight on 
Longitudinal Arch 
-a truly Corrective 


and Preventive shoe. 


COMPANY 
BROCKTON, 
MASS. 

* 


WRITE FOR THE NEW 
STACY-ADAMS 
IN-STOCK CATALOG 








Buffalo Merchants Elect Officers 


BuFFALo, N. Y.—Walter J. Brun- 
mark, president of J. N. Adam & Co., 
was elected president of the Buffalo 
Retail Merchants’ Association at the 
annual meeting of directors. He suc- 
ceeds Winthrop Keni, president of 
Flint & Kent, who occupied the posi- 
tion for three years. 

Fred B. Persse, vice-president of 
E. W. Edwards & Son, was elected first 
vice-president; Isaac S. Given, presi- 
dent of Given’s Inc., second vice-presi- 
dent, and Raymond T. Fiske was re- 
elected secretary, treasurer and man- 
ager of the Retail Credit Interchange 
Bureau. 

Directors elected for three-year terms 
were: William G. Braun, vice-president 
of the Jahraus-Braun Co., Herbert M. 
Holbery, vice-president of Oppenheim, 
Collins & Co., John Steuernagel, presi- 
dent of The Kleinhans Co., Arthur Vic- 
tor, president of A. Victor & Co., and 
Oscar W. Cleal. 

Directors whose terms hold over in- 
clude Louis L. Berger, president of 
L. L. Berger, Inc., Arthur Block, presi- 
dent of T. C. Tanke, Inc., Mr. Braun- 
mark, Mr. Given, Joseph I. Glickman, 
general manager of J. & A. Baker Co., 
Inc., Christopher G. Grauer, secretary 
of Otto Ulbrich Co., Winthrop Kent, 
president of Flint & Kent, William H. 
Lyons, president of W. H. Lyons Co., 
Inc., William More, president of G. E. 
More Co., Weldon D. Smith, vice-presi- 
dent of Adam, Meldrum & Anderson 
Co., and Arthur P. Wesp, president of 


Hens & Kelly Co. 


"Shoe Den" in Detroit 


DETROIT—Baumgartner’s Shoe Den 
was officially named and registered last 
week by D. V. Grieshammer, and his 
sen, R. C. Grieshammer. The store 
is a leased department occupying the 
entire basement of the Baumgartner 
Clothing Company at Washington 
Boulevard and Grand River Avenue. 

Selling only men’s shoes, the store 
is strictly a men’s institution in all de- 
partments and the Shoe Den has a 
definite masculine atmosphere. A wide 
stairway leads down to it, serving as 
an inviting display to the customer. 


The Den itself is about 60 by 60, 


| and contains three large square col- 


umns, with mirrors above head height 


| on all sides, and surrounded by dark 


brown leather upholstered seats, the 
modern style often seen in hotel lob- 
bies and smoking rooms. Being a ser- 
vice basement originally, a series of 
six service doors at one side are art- 
fully concealed by full panelled mir- 
rors. 

The department is managed by the 
younger Grieshammer, while his father 
devotes much of his time to his other 
job, as vice-president and sales man- 
ager of the Nicholas J. Schorn Com- 
pany, leather manufacturers. 
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Exhibiting at Chiropody 
Conventions 
Michael V. Simko, M.Cp. 


Dr. Simko is past president Connecticut Pedic 

Society, and Fairfield County Society of Podia- 

trists, state chairman National Foot Health Coun- 
cil, ethics chairman for Connecticut 


KT is regrettable that exhibits by shoe manufacturers 
and shoe retailers at chiropody state conventions are 
rather limited. When a shoe merchant rejects our sug- 
gestion he is placing his candle under a bushel basket; 
he is actually asking the chiropodist (podiatrist) to 
lift the basket and seek the light. 

The foot practitioner is a busy individual; noon 
hours are inadequate for visiting shoe stores, and no 
salesman is in a mood to discuss shoe lasts when the 
clock points toward closing time. It is further obvious 
that the shoe merchants are not disposed to infringing 
upon a chiropodist’s time by calling at a professional 
office with an assortment of modern lasts and extolling 
the various virtues of said lasts. 

We are then confronted with a problem. How is an 
amicable relationship, as well as a business under- 
standing, to be established between the shoe dealer and 
the chiropodist (podiatrist)? The exhibit at any 
chiropody convention easily solves the dilemma. 


Influence of Chiropodists 


It is likely the shoe merchant has failed to appre- 
ciate the influence a chiropodist (podiatrist) controls 
over the selection of patients’ footwear. The foot prac- 
titioner is in a peculiarly fortunate position to guide 
a sufferer when he is in doubt about the choice of a 
particular last. In our city, about 15 chiropodists 
are listed in the telephone directory. Let us assume 
these operators treat, on an average, 20 patients daily. 
This makes a total of 300 patients treated each day 
for foot ailments. 

Of this number, it is safe to admit, at least 50 per 
cent will bring up the shoe subject. This is a meager 
percentage; but we will declare, half the people, that 
is, 150 individuals, are eager for guidance relative to 
shoes. Now let us conclude that 50 per cent of that 
half, or 75 people, are really sincere in their request 
for counsel and are determined to follow the doctor’s 
prescription. There are then 75 prospective shoe buyers 
in one day in a town of some 90,000 souls. 

The chiropodists in this city of 90,000 people have 
made a sale for some shoe merchant. What merchant? 
No chiropodist can afford to show favoritism. He will 
not direct all his patients to one dealer, not only for 
ethical reasons, but because it is difficult for the writer 
to believe that one shoe will suit all individuals. Hence, 

[TURN TO PAGE 82, PLEASE] 











The New Square 
Aristocrat 


HY .. WW 


LYNN- MASS. 


The winning new shoe 
design is made more ap- 
pealing by the impressive 
heel values obtained by 
use of 


“SPECTRO 


90% 
LEATHER 
FIBRE 











the latest product from 
the research laboratory 


La 


~. GEORGE O. JENKINS CO. / 


BRIDGEWATER 
MASS. 


“THE DESIGN OF ‘SPECTRO’ IS IN THE FIBRE” 
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Santa Anita’s Big Race Is Run 


[CONTINUED FROM PAGE 31] 


weight reverse calf and suede (par- 
ticularly gray), turns apparently and 
made on a buckle pump pattern, looked 
especially smart. Similar shoes in 
British tan, with bag to match, proved 
to be the right accessories for the 
mannish gray suit. A number of 
square-toed sandals were also noted in 
tan, rust, gray and blue suede. 

It was a sparkling Spring style pic- 
ture seen in the club house this after- 
noon. Shoes this year never seemed 
so beautiful, so different and so im- 
portant a part of the costume. 

For the women wearing afternoon 
dress—and there were more so gowned 
than this section has ever observed 
before—the dressy patent sandals with 
open toes and open heels, made over 
new, broad shank, broad heel lasts, 
were very much in evidence. Closely 
following were many smart little one- 
eyelet ties, also of patent leather. 

Plenty of gray was in evidence, but 
the really important news in this con- 
nection was that it was only » worn 
when combined with other colors. One 
of the smartest shoes seen was a gray 
gabardine trimmed with dubonnet 
lizard echoing several interesting color 
accents in the costume. 

Gabardines, many of them generously 
trimmed with patent, with bourbon, 
with sandstone calf. Wide straps were 
good, but they were still out-numbered 
by the one- to four-eyelet ties. 

Several shoes were distinctly “Santa 
Anita” types, the outstanding one, per- 
haps, being a shoe which had its origin 
in the Napoleonic period. For with its 
very high front it had the appearance 
of a Napoleonic boot or even a jodhpur. 


WATCH YOUR STEP! 


One model in blue kid was accented by 
white kid cross bars or imitation lac- 
ings at the front; and the other in 
biack patent leather. 

Exaggerated Colonial tongues, huge 
affairs of contrasting materials, may 
set a new vogue for the return of the 
Colonials. At least many women who 
evidently had not seen them before 
looked at this style with more than a 
passing interest. 

Square-toes, square-heel sandals, 
especially those with a wide T strap, 
proved likable to many. These were 
seen in all black patent, blue kid, blue 
patent with beige piping and even a 
red patent with black piping. 

So strong was patent leather here, 
that some of the local women inter- 
viewed indicated a preference for this 
material all through the Summer, and 
they even voiced the possibility of pat- 
ent knocking the sale of suedes in the 
Fall. 

As for the men, with such movie stars 
as Joe E. Brown, Clark Gable and 
Bing Crosby having stables of their 
own, together with hundreds of others 
from the movie colony interested in 
racing—an unofficial style show of 
men’s fashions was staged. 

Plenty of rough tweeds, shetlands, 
big checks, combination sport suits 
were worn. Most favored was the 
double-vented back and gusset sleeves. 
Browns, some grays and a few greens 
account for the color situation. 

As for models, it was a case of 
saddles, saddles, here, there and every- 
where. A shoe without a saddle was 
almost as much of a curiosity as a 
horse on the track without one. 


Old Shoe Collection 
Grows Apace 


New York—Franklin J. Murray, 
executive secretary of the Shoe Club, 
has started a collection of old shoes of 
notable persons of the world. The let- 
ters he has sent out were favorably re- 
ceived by everybody except government 
officials who seem to be either short 
on shoes or have a better use for them 
“than in forming a part of your foot- 
less exhibition” as a letter from the 
secretary of Chief Justice Hughes puts 
it. 

Vice-president Garner’s secretary 
wrote that the only shoes Mr. Garner 
had with him in Washington at the 
time were in perfect condition. Secre- 
tary of Labor Perkins wrote through 
her secretary that she was making use 
of all the shoes she had. 

Mr. Murray has received shoes from 
Alfred P. Sloan, Jr., president of Gen- 
eral Motors, who writes that Mr. Mur- 
ray’s letter takes first prize for orig- 
inality and he is happy to donate to 
the “club of old shoes.” 

Bernarr McFadden, Eddie Cantor, 
Lawrence Melchior, Lily Pons and 
Borough President James Lyons of the 
Bronx, have sent in shoes for the col- 
lection and Al Smith’s secretary writes 
that as soon as Al returns he will take 
care of the matter. 

Dr. Dafoe, god-father of the famous 
“Quints” refused to send either his or 
any shoes of his charges, so Mr. Mur- 
ray has taken the matter up with the 
Premier of Canada. 

The Tanner’s Council has promised 
to make up an educational display to 
go with the collection and plans have 
been made to tour the schools with the 
collection as an educational project. 


NEWS‘ ITEM:—“Prominent New Yorkers asked by shoe club to contribute one worn shoe 


to inspire makers.” 





EROM AL SMITH- 
FOR WALKING 
BROWN = 
POLISHED 
BLACK 


Vin, 
_ 


FROM A 
TAMMANY 
POLITICIAN 


PEARL ; 
BUTTONS 1/4, 
4 
yy “a 


KEEP .FEET 
FROM SLIPPING 
OFF DESI 





FROM Jimmy WALWER 
-FOR RUNNING 





IN GETTING 
in OVER 
HIS HEAD 














When F. J. Murray, secretary of the Shoe Club of New York decided to start a collection of shoes worn by men and women of renown 
as an inspiration to the younger members of the shoe industry," some of the notables “kicked in" promptly, while others were amused. 
Here's the way the idea appealed to Cartoonist Will B. Johnstone, of the “World-Telegram." 
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IT’S SMART TO BE COMFORTABLE 
a NN] Se 


Swab 10 HANDLE 
TANGOS Zo / 


( PEPE A'A-tob alt ob ate (oll aabbaatol—Mhohdalndat— 
SAH GEO | a0 Ub'40 o)-We bat=tc-y ole (-Yohabbd-MobaloME-Yehlohi 
FLEXIBLE INSTEP 1babU-We=d aXel- Macs catebaeat-t-J-mebate Morey astioya! 


Cap, 
Wh unp 


is Nationally Advertised and 
Internationall y reco gnized as 
the world’s leading pump. 
758 Dealers who handle 
Tango Pumps 
2,617 Salesmen who fit Tango 
Pumps 
and 
502,574 Women who wear Tango 
Pumps 
have been convinced that the 
Tango Flexible Instep Pump is 
the most comfortable and best fit- 
ting pump on the market. 


TANGOS IN STOCK 


Our In Stock Department is complete 
at all times. 

. 2216 Black Patent ... . $3.25 

. 2516 Black Faille 

. 1516 White Faille 

. 2316 Black Kid 

. 4316 Brown Kid 

. 3316 Blue Kid 

. 1316 White Kid 


TERMS—5% 30 days. 15c¢ per pair 
additional on all orders for less than 
4 pairs assorted. 

No. 198 Last, 20/8 Louis Heel, 
AAAAA to C, 214 to 10. 














Malibu, a Regent type pump, 158 Last, 16/8 Con- | Dealer Helps: Miniature Tango Pump display 
tinental Heel, In Stock, (except in Black and White fixture, including miniature Tango Pumps, Harper's 
Faille) in same materials, widths, sizes, and prices and Vogue counter cards, Screen Star window cards, 
as Tango Pumps. and newspaper mats, are furnished to Tango Dealers. 


Braver Bros JHoe Company 


22 SOUTH SARAH STREET = - +s « £7. Loe, Fe. 


Tashioners of (Sesh) |. Pe i | ! ” 


When writing advertisers please mention Boot and Shce Recorder 
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National Foot Health Promotion Program 


displays. That is the point where so 
many promotion programs fall down. 

If nothing more, use several of the 
official posters, mounted on mat board, 
about the store. Better still, work out 
a decorative setting that uses green and 
white, with an accent of black, plus 
posters and feature shoes. The cost 
will be small and the benefits consider- 
able. When you play up an event in 
the papers and in the windows, but 
neglect the store interior, customers get 
the impression that you haven’t much 
interest in the affair. 

As the columnists say, you have built 
up to an awful letdown. 

Windows must sell the idea of foot 
health plus the idea that your service 
and shoez will give them foot health. 
Posters, or enlargements of the posters, 
are the big accent. Before such a set- 
ting you can build up a display that 
puts over the effectiveness of your 
means and methods of assuring foot 
comfort. 

Colors will naturally be green on 
white, to tie up with the color of the 
official posters, and with the displays 
in other participating stores, and you 
will use the poster, or the design of 
the poster—but from there on individ- 
ualize your display, being very sure 
that it tells an attractive, interesting, 
convincing story of your merchandise 
and service. 

Newspaper ads will depend upon the 
local cooperative program to some de- 
gree. A cut of the poster design, with 
a few words about the event, gives the 
cooperative tie-up, but let the balance 
of the ad (illustrations and copy) be 
specifically yours. 

Let your copy tell of your service, 
your shoes, your special features for the 
event. Tell fully and frankly about all 
these things, with special accent on the 
points where you feel that you excel, 
but avoid statements worded to start 
controversy between stores. Avoid 
statements that “belittle” the other 
fellow or his goods. 

Instead of saying you carry the big- 
gest stock of feature shoes in the city, 
tell the public specific facts. “Sizes 
from 3% to 14 in our stock of over 
5000 pairs of shoes.” Or use a big 
chart showing the sizes carried—then 
get a tie-up with a large chart of sizes 
in your window. 

If a free foot clinic or a contest of 
any sort is a part of your plan, it 
should have publicity, but don’t omit 
your shoes in favor of such things. 

To understand why so much stress is 
placed on the proper planning of Foot 
Health Week ads, consider that the sug- 
gestions are made after seeing hun- 
dreds of past Foot Health Week ads— 
good, bad and indifferent. There’s no 
reason why they should not all be good. 
You pay for the space—make the best 
possible use of it. 

Have a general foot health folder to 
use for mailing and package enclosures. 


[CONTINUED FROM PAGE 56] 


This can be a small four-page folder, 
dealing with pertinent foot health facts. 
It gets an extra point of coritact at 
small cost. 


Radio talks and lectures to various 
clubs, societies and groups have been 
suggested as a part of the cooperative 
program. However, they can be used 
by the individual store. Throughout 
your campaign stress the happiness of 
foot health. The natural thing to do 
is to use the “fear” appeal—scare copy 
—scare pictures. Perhaps some people 
need scaring, but most folks that have 
foot troubles are more likely to be in- 
terested in a hope for relief and pos- 
sible cure of their ills. We scare people 
into avoiding troubles, but when they 
have foot trouble, and uncomfortable 
and perhaps worried —they look 
for assurance and help. Since 90 per 





Selling Shoes by the Season 
[CONTINUED FROM PAGE 40] 


Get together and work out your sea- 
sons cooperatively with the thermom- 
eter as your guide and you'll find that 
you all gain. 


MONTHLY MEAN TEMPERATURES 
FOR SPRING IN 37 CITIES 


CITIES MAR. APR. MAY JUNE 


BISMARCK 42 54 64 
46 58. 67 
SIOUX CITY 48 60 70 
HELENA (MONT.). 4 $52 59 
3 47 59 =68 
4 58 £67 
BUFFALO 43 55 64 
CHICAGO 48° 58 68 
CLEVELAND 46 58 67 
48 56 63 
BOSTON 46 57 66 
KANSAS CITY .... 55. 65 74 
SALT LAKE CITY.. 50 57 67 
SANTA FE 47 56 65 
DENVER 47 56 66 
CINCINNATI 52 63 71 
NEW YORK 49 ~—s 6 69 
ST. LOUIS 56 67 75 
PITTSBURGH 51 67s 71 
PHILADELPHIA ... 52 63 7I 
WASHINGTON ... 53 72 
ASHEVILLE 69 
OKLAHOMA CITY 
SEATTLE 
MEMPHIS 


CHARLESTON ... 
SAN FRANCISCO. 
PHOENIX 

MOBILE 

SAN ANTONIO ... 
NEW ORLEANS .. 
GALVESTON 
JACKSONVILLE .. 
LOS ANGELES .... 
MIAMI 


cent of us do have foot troubles of some 
sort, that’s the audience to “shoot” at 
—excepting, of course, the “preventive” 
copy addressed to those interested in 
children’s welfare. 

Foot Health Week is a tremendously 
big event, and one that every store that 
does a fitting job should put across 100 
per cent. If you are frankly not doing 
a fitting job to permit participation, 
well and good. 

One way or another, live up to the 
impression a visitor to America had of 
us. Said he: “You go like the devil, 
or you don’t go at all.” 

That’s the idea—if you go in at all, 
do a real promotion job. And don’t let 
the “expense” end by an alibi. It takes 
a bit of effort, but the expense can be 
held within any reasonable budget. 
Make a real play for the prestige and 

[TURN TO PAGE 78, PLEASE] 


The Healthy Foot 
[CONTINUED FROM PAGE 46] 


a disciplined mind. Intuitive powers 
have been almost destroyed in our 
modern civilization. It is the artist’s 
necessity and his obligation to find 
those things once again for himself 
and to illumine life for others by the 
exercise, or the use, of those intuitive 
powers. It takes a combination of very 
simple and very civilized living. 

As a very little girl, when I was four, 
I was taught that it is impossible to 
lie,-or to live a lie, because your move- 
ment will always betray you. My 
father, who was a doctor, started dis- 
ciplining me in that way when I was 
four and if people only realized how 
much of themselves they reveal in un- 
conscious movement, they would see to 
it that not only the movements are 
trained and made simple and strong, 
and therefore beautiful, but also that 
the mental attitudes were likewise 
watched and disciplined. 

Beauty is only possible through 
growth. 

The meaning of the word grace? 
When people speak of graceful, they 
mean something that is denatured, that 
is to their minds delicate, pretty. 
Grace is a very old Anglo-Saxon word 
and it really means the condition of 
the spirit, an attitude of the mind and 
a discipline of the body that brings 
about what is known as grace. To have 
grace, one must have an honesty of 
movement and an honesty of purpose 
in the use of that movement. 

Miss Graham is going to California 
and down the coast on a tour of the 
country, starting in March and going 
north to Vancouver, Seattle, Portland, 
Tacoma, San Francisco, Santa Barbara 
(which is her home), Los Angeles and 
through the south, returning to New 
York by the end of April. 
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We quote from the Recorder's editorial page of February 8, 1936, issue 


eet » The RACINE DOCTOR SHOE 


AS 
yw carries the Doctor signature, 
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caer goe™ a and exclusive patented features 
. 300% ‘ae 

We are glad to assure our friends and 


customers that the “Doctor Shoe’’ not 
only stands the test of the Federal 
Trade Commission, but of scientific 
examination. And, even better than 
that, are the satisfactory results many 
thousands of wearers of this excellent 
shoe have had and continue to want. 


Repeat orders demonstrate this! 


The first and original “Doctor” shoe was designed for a 
physician, and its unusual fitting and corrective fea- For the-store: it: ie: testue deal 
tures were then translated into patterns and lasts, the 

name and its design copyrighted, and its construction 


protected by U. S. Pat. No. 1,971,378. a business-building line. And it is 


styled to meet the desires of smart 


The “Doctor Shoe” is the ideal shoe for 
weak arches, for feet hard to fit, or that dressers or of the conservative man, 


require corrective measures. Note the 


bandage feature for giving comfortable ' 
arch support. Also the last construction with a profitable mark-up when re- 


for correct distribution of body weight, thus 
meeting nature's conditions; also the stee' 
shank and rubber heel cushion construc- tailed at $7.50 to $9.00. ° 





UNION MADE 























PATENTED AND MANUFAC- R ACINE SHOE Mig ‘ Co. 


TURED EXCLUSIVELY BY 
RACINE WISCONSIN 
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N.S.R. A. announces 


A New Service for 


HE National Shoe Retailers Association is pleased 

to announce the completion of arrangements with 
the School of Commerce of Northwestern University 
whereby members of the Association may avail them- 
selves, without cost, of the privilege of submitting their 
statements of operations directly to the university for 
expert analysis and constructive criticism. 

Statements thus submitted by individual shoe retailers 
will be gone over carefully by the business experts at 
Northwestern and returned with their comments and 
suggestions. In this way shoe merchants who are mem- 
bers of the Association will be able to obtain authorita- 
tive information and advice regarding their various items 
of expenditure and to know in what respects their costs 
or methods of operation are out of line with the common 


experience of the trade. Thus they will be enabled to’ 


improve their operating efficiency and increase their op- 
portunities to profit. 

Statements, figures and other information should be 
mailed by members of the National Shoe Retailers Asso- 
ciation direct to Dr. D. J. Duncan, Associate Professor 
of Marketing and Management, Northwestern Univer- 
sity, Lake Shore Drive and Chicago Avenue, Chicago, 
Ill. When the statements have been analyzed they will 
be returned direct to the senders. 

In arranging for this additional service to N.S.R.A. 
members, President Louis F. Tuffly and Manager Lee 
Langston feel that the association is placing at the dis- 


+ 


posal of its members something of definite and tangible 
value, especially in a period like the present, when so 
many new factors of expenditure are coming into the 
retail picture that it is extremely difficult to show a 
profit without the most rigorous and intelligent control 
of all of the various cost items. Retailers need to know 
what their selling costs should be, as well as their rent, 
advertising and promotional expenditure, cost of man- 
agement and supervision and all of the various items 
that enter into the cost of doing business. 

By submitting their operating statements to*the Mar- 
ket and Management Division at Northwestern, mem- 
bers of the National Shoe Retailers Association will not 
only derive the immediate benefit of having their figures 
analyzed by experts in retail practice, but will help to 
enable the university to make a comprehensive survey of 
operating costs in the retail shoe business which will be 
of great value to every member of the association for 
purposes of comparison. Therefore the association urges 
all of its members to submit their operating figures to 
Dr. Duncan at the address heretofore mentioned, at the 
earliest possible date. By so doing they will aid in ex- 
pediting a work which the officers and directors of 
N.S.R.A. are convinced will prove of immeasurable 
value to the membership. 

Professor Duncan and his assistants were present and 
made analyses for those in attendance at the National 
Shoe Fair and convention of the National Shoe Re- 
tailers Association held last month in Chicago. 


NATIONAL SHOE RETAILERS ASSOCIATION, 


The matters discussed on these pages are solely the expression of the National Shoe Retailers Association 
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Any merchant interested in this service who is not now 
a member of N.S.R.A. should write Association Head- 
quarters, 274 Madison Avenue, New York, enclosing 
with his application for membership a check for $5.00 cov- 
ering association dues for one year. 


Association Members 


26th Style Con ference 


Waldorf-Astoria Hotel, New York, 
March 30-31, 1936 


HE 26th semi-annual Style Conference under the 

direction of the National Shoe Retailers Association 
will be held jointly with the Tanners’ Council’s showing 
of American leathers for Fall and Winter, 1936-37, at 
the Waldorf-Astoria, New York, Monday and Tuesday, 
March 30 and 31. , 

These semi-annual style conferences are among the 
most important events of all of the various organized 
activities of the shoe industry. The committee in charge 
plans to have the coming conference set a new standard 
in individual interest and in the opportunity that will be 
afforded for individual expression by those who are in 
attendance. 

The National Shoe Retailers Association urges retail 
merchants to make their preparations now to attend this 
conference, participate in its benefits and contribute their 
part to the open forum discussions from which the official 
reports of Fall footwear fashion trends and influences 
will be formulated. 

Copies of these style reports will be furnished to 
members of the National Shoe Retailers Association for 
their use as a guide to next season’s buying and for gen- 
eral reference purposes. Thus the results of the confer- 
ence will be brought to the members in convenient and 


readily useable form. 


Join the N.S. R.A. 


VERY retail shoe merchant, wherever he may be 

located, should be an individual member of the 
National Shoe Retailers Association. “The dues are so 
modest that there isn’t a shoe retailer in the country 
who cannot afford to join. In view of the great benefits 
to be derived from membership, it is rather a question of 
how any merchant who is seriously interested in the 
business through which he gains his livelihood can afford 
not to be a member. 

It is the desire and purpose of President ‘uffly and 
Manager Langston during this year to increase greatly 
the number of individual merchant members of the Na- 
tional Shoe Retailers Association and thereby extend the 
benefits of association membership to many more re- 
tailers in all sections of the country. 

This matter was discussed very seriously at the T'exas- 
Oklahoma convention and at some of the other recent 
state and regional meetings. The Texas-Oklahoma 
group pledged its complete cooperation with the efforts 
of the national association to increase its membership in 
1936, and similar cooperation is being promised by 
other regional associations. With united action on the 
part of all associations, it is hoped that the membership 
of the National Shoe Retailers Association can be 
brought to an all-time record before the next national 


convention. 


HEADQUARTERS, 274 MADISON AVENUE, NEW YORK, N.Y. 


“An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety” 
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ALERT... 


Two factors together make the successful shoe merchant. 
Steadiness, consistency, is one factor—dependability of 
quality and service, day in and day out “delivery of the 
goods.” The other is ALERTNESS. Alertness to the 
trends of the times, to customer likes and dislikes, to 
merchandising and sales possibilities. 


Those retailers and manufacturers are Alert who have 
been profiting from men’s shoes of GENUINE 
KANGAROO. 17% stronger, weight for weight, than 
any other leather known to man; soft and pliable; with 
a tight even grain that takes a high polish; men every- 
where who once wear shoes of Kangaroo insist on them 
ever after. 


Kangaroo offers retailers a merchandising and advertising. 
attention-getting value offered by no other leather for 
men’s shoes. And Kangaroo delivers the goods to the 
men who make use of it: Profits and Goodwill to shoe 
retailer and manufacturer; Satisfaction, Long wear and 
Comfort to customers. 


« 
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SURPASS LEATHER CO., Philadelphia RICHARD YOUNG CO. 
ZIEGEL EISMAN CO., Boston 


When writing advertisers please mention Boot and Shoe Recorder 
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IAMI—where the smart world meets under 

the soft glow of Florida moonlight, and where 
the world’s most fashionably dressed women 
select their footwear with style as the quality to 
‘be considered foremost. 


Tupper Sandals are the unanimous choice of 
fashionable Miami this season. The glamorous 
new designs, as only Tupper can create them, are 
the envy of all eyes in the hotels smart supper 
clubs and casinos of this romantic Southern 
resort. 


And now Tupper Sandals come North—ready to 
greet the Spring season with even newer and 
smarter models which will start every merchant 
along the road to a profitable 1936. 


Gr TUPPER. INCORPORATED 


357 FOURTH AVE NEW YORK CITY 
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This important new development in shank con- 


struction has been thoroughly tested and is en- 


dorsed by leading manufacturers and retailers 


A special circular on UNISHANK will be mailed on request 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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THE | SEASON IS ON THE WAY 
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And, believe it or not, they 
are collecting sun-tans 
down in Florida! 


Now to be ready for the White Parade 
that forms for the grand march right 
after Easter; and, to have WHITES 
that are right both for style and lasting 
perfection, just specify “Ohio” on 
those hurry-up late orders to your 


manufacturer and you will be supply- 
ing your patrons with quality values 


they will be proud of. Swatches of 
the following on request: 

KAFFORITE e A light weight smooth 
grain white for dainty feminine foot- 


wear. 


TOLCO e A sturdier weight smooth 


grain white of beautiful finish. 


DRESSY SPORT e@ Either smooth or 
boarded white for unlined perforated 
styles. 


POLARIS @ A “Buck Type” finished 
leather that is white all through. 


KOZY SUEDE e As velvety as a kit- 
ten’s ear for women’s better grades. 


WASHETTE @ The easy to keep 
clean dainty white for excellent femi- 
nine footwear. 


A Complete Service in 


Fine Calf Leathers 


GIRARD, OHIO 


When writing advertisers please mention Boot and Shoe Recorder 
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BLUE SHOES 


for Immediate Delivery 


PRICED AT 9 ames «©=| WHOLESALE 


TO RETAIL AT ‘4 


FASHION WELTS sno FASHION WELDS 


Dolly . . . $2.40 Fern... $2.40 


Tailored oxford with A trim, neat T-strap 
simulated saddle effect. which is a big favorite. 





Use our famous In-Stock service to take care of this 
increased demand for blue. Shipments made the same 
day your order reaches us, on these and many other smart 
Spring-and-Summer styles. 


Stylists predict the biggest blue shoe Spring 
ever. And we're ready for it . . . with fast- 
selling, priced-for-profit numbers. 


Julia . . . $2.40 Pamela . . $2.40 
Daisy pattern punch- Triangle and circular 
ings give this shoe a 4 punchings combine in 
dainty look. al this oxford. 


DUNN AND McCARTHY, INC. 


AUBURN, N. Y. 











When writing advertisers please mention Boot and Shoe Recorder 
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These Patented 
Cocktail Shoes 
are all made with 
leather covered 
Goring and 
Straps with Ad- 
justable Snap 
Buckles, which 
insure a perfect 
fitting over the 
Instep and pre- 
vent slipping at 
the Heel... .. 


All models are 
full leather lined. 







TATLOR 


RE. &£. 








Store Changes 


Manages Main Floor Shoe 
Department 


MINNEAPOLIS, MINN. — Herman 
Schnabel, formerly manager of the 
downstairs shoe department at Atkin- 
son’s, was appointed manager of 
the main floor shoe department at 
Atkinson’s recently. 

Mr. Schnabel was formerly asso- 
ciated, in the same capacity, with Per- 
lander’s, and the Kline Stores, of De- 
troit and St. Louis. He has been with 
Atkinson’s for the past two years. 





Improved Fowlers Bootery 


Opened 


LOUISVILLE, Ky.—Formal opening of 
the enlarged and improved Fowlers 
Bootery, 686 South Fourth Street, was 
held Monday, February 10. The shop 
is also celebrating its third anniversary. 
The new shop is just one door to the 
north of the former location, in the 
Martin Brown Building, at Fourth and 
Broadway. 





D. A. Bevis in New Location 


HUNTINGTON PaRK, CALIF. — D. A. 
Bevis who has had the shoe department 
concession in Wineman’s Department 
Store at 6351 Pacific Blvd. for more 
than ten years, has moved to a new loca- 
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tion at 6609 Pacific Blvd., where he will 
have more room. Mr. Bevis is featuring 
children’s, growing girls’ and boys’ 
shoes and women’s arch type shoes in 
his new location. 





Moves to Larger Quarters 


EmAus, Pa.—Walter M. Beers, who 
opened a family shoe store at 344 Main 
Street a few months ago, has moved 
his store to larger quarters at 342 Main 
Street, formerly the home of the Custer 
Shoe Store for the past 48 years. Mr. 
Beers will carry a larger stock in his 
new location and hopes to increase the 
already profitable business of his estab- 
lishment. 


Shoe Firm Dissolved 


DetroIT—The firm of Lee’s Boot 
Shoppe, Inc., is being dissolved, and 
is being succeeded by Steinberg Shoe 
Shop, at 4844 Michigan Avenue, on the 
west side of the city. The company 
is owned solely by Leo Steinberg, who 
originally had the store some years ago 
under the old name of Steinberg’s Style 
Shop. 





New Shoe Firm Formed 


DetroIt—The firm of Duchess Shoes 
has been formed by Rudolph Zuieback, 
operator of Zuieback’s Department 
Store at 5427 Michigan Avenue, on the 
west side. He has operated a shoe de- 





COCKTAIL SHOES 


STIMULATE 


IN STOCK 
3 FORMAL STYLES @ 4 


Write for Catalog entitled ‘Character in Shoes” 


BROCKTON, 























YOUR TRADE 


SPORT STYLES 











MASS. 


partment in the store for some time, 
but is now transferring it to the new 


firm name. The department is under 
the direct management of Fred Burn- 
stine. Mr. Zuieback is now on a vaca- 
tion in Florida. 





Opens Corrective Shop 


STAMFORD, CONN. — Murray Sigler, 
formerly manager of Kramer’s Shoe 
Store in Greenwich, has recently opened 
his own shoe store at 290 Atlantic 
Street, Stamford. The new store is 
operating under the name of the Foot 
Health Center and is featuring correc- 
tive shoes for men, women and chil- 
dren. 


Opens Health Spot Shop 


Fonp pu Lac, Wis.—B. M. DuBois, 
a member of the shoe firm of Herbert 
& DuBois here for 13 years, has re- 
tired from the business and opened the 
DuBois Health Spot Shoe Shop at 19 
Sheboygan Street. The former Her- 
bert & DuBois firm is now being oper- 
ated by Alfred A. Herbert. 





M. L. Dolan Named Manager 


CoLuMBus, OHI0—Myron L. Dolan 
has been named manager of the Foot 
Saver Shoe Inc. store at 110 S. High 
Street. The store features a full line 
of Foot Saver shoes made by the Julian 
Kokenge Co., of Columbus. 
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J. Mackey & Son 


BEACH SANDALS 
WITH 


and HEELS 


T HE most popular Beach Shoes 
of all time. They took the South- 
land by storm this winter and they'll 
be the biggest sellers everywhere 
for Spring and Summer. 


Send for samples today. The gay 
colors and dashing new styles mean 
new customers and EXTRA profits 


for you. 


To Retail at 51-5 up 


Manufacturers of Cork Cruise and Beach Shoes 
715 BROADWAY, NEW YORK CITY 


O. C. Overholt 


SEATTLE, WASH.—O. C. Overholt, 53 
years old, veteran of the shoe trade of 
Seattle, died last week at his home here 
after a month’s illness. He was con- 
nected with the Eggert Shoe Co. in 
Seattle for a period of sixteen years, 
and was later sales representative for 
the Hood Rubber Company and the 
Pacific Coast Rubber Shoe Co. A widow 
and two sons survive him at Seattle. 


To Feature Men's Shoes 


MONTESANO, WaASH.—Don S. and 
Roy Sanders are opening a new retail 
shoe outlet for men in Montesano. A 
modern store is being created for the 
trade of all of Eastern Gray’s Harbor. 
Along with men’s footwear, there will 
be haberdashery and other men’s togs 
merchandised by the Sanders. The 
store is expected to open the latter part 
of February. : 


G. D. Williams Opens Own Store 


PorRTLAND, ORE.—George D. Wil- 
liams, formerly manager of the Port- 
land, Ore., branch of the Florsheim 
Shoe Store for the past 29 years, has 
purchased the entire stock and fixtures 
of the John A. Simpson Shoe Store, at 
the southwest corner of Washington 
Street and Park Avenue, of this city. 
There he has recreated a store under 
his own name, as George D. Wil- 


liams Shoe Co., Inc., specializing in 
men’s footwear exclusively, since this 
is the field in which he has been ac- 
tively engaged for almost three dec- 
ades with the local Florsheim store. 


Tacoma Retailers to Stage 
Spring Style Show 

TacoMA, WASH.—The Spring open- 
ing, looked forward to by shoe mer- 
chants here as the chance to show 
their newest footwear under the best 
possible auspices, will be staged the 
evening of March 4. Tacoma shoe re- 
tailers and clothing companies will 
feature new model apparel on that eve- 
ning. 

Victor Pessemier, one of the leading 
shoe retailers, has been selected on the 
special commitee planning for the 
opening event, and in cooperation with 
other shoe men and business leaders 
will complete arrangements for the 
great event. March 4 was decided upon 
at the meeting of the retail trade bu- 
reau this week because it is believed 
that, despite unusual cold at present, 
March 4 will see Puget Sound on the 
road to warmer weather. 

Unveiling of windows, and display 
decorator’s art at its zenith, beneath 
brilliant illumination, will feature the 
Spring Style Show and usher in Spring 
footwear on the occasion of the grand 
opening. 


Will Move to Wilshire Boulevard 


Los ANGELES, CAL.—LaMode Shoes 
are moving their store from 722 South 
Flower Street to the “Miracle Mile,” 
out on Wilshire Boulevard. The pres- 
ent store will be closed the first of 
April while the new store is to be 
opened along the middle of March. 
Shoes retailing from $8.75 to $16.50 
will be carried as at present. Short 
vamp foreparts, too, will continue to 
be featured. The new store is to be 
most modern in every respect as this 
district is considered to have a very 
exclusive trading area, says Lewis 
Waters operating manager. 


Plant Personnel Strengthened 


Los ANGELES, CAL.—Within the past 
few months the entire plant organiza- 
tion of the Weber-Wolfert Shoe Co. has 
been materially strengthened by the 
addition of some exceptionally fine 
factory heads. Andrew Hoffman, for 
several years with Feder-Gregg Shoe 
Co., is now general superintendent and 
plant manager. He has recently added 
Fred Brus as packing room foreman, 
an expert who held a similar position 
with the Selby Shoe Co. for the past 
13 years and Lou Aber pattern man. 
Mr. Aber comes here after serving 
with A. Garside & Sons and Pincus 
& Tobias, both well-known Brooklyn 
manufacturers. 
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We stated right along that GABARDINE would be the FORE- 
MOST fabric and be VERY important this Spring. 
= SHIPMENTS during December, 1935 and January, 1936 are 





SIX TIMES 









the quantity shipped for the same period a year ago and are 
still continuing in a large way. 





QUALITY ALWAYS WINS 






_J-EINSTEIN-INC- ONE PARK AVENUE- NEW YORK | 
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National Foot Health Promotion 


[CONTINUED FROM PAGE 66] 


profit that Foot Health Week promo- 
tion will give your store. 


Helpful Sentences for Ads and 
Show Cards 


Aching feet put lines in your face; be 
careful of your shoes. 

You can’t feel fit when your shoes don’t 
fit. 

One pair of feet must last a lifetime— 
take care of yours. 

You can’t be a good pal when your feet 
hurt. 

Comfort and beauty are united in fash- 
ionable shoes this Spring. 

Fashion demands shoes styled for com- 
fort with all costumes for active 
occasions. 

The key to health is the care of your 
feet. 

Spring’s in the air—put Spring in your 
feet. 

Improper shoes make one clumsy, tired, 
ill-tempered and inefficient. 

Most people are in action or ready for 
action over 60 per cent of the time. 

Keep your feet fit and get a fuller 
measure of the joy of living. 

Your feet can’t serve you well if you 
neglect or abuse them. 

If your feet tire quickly, have them 
examined at once. 


Youthful feet will keep your mind and 
body youthful. 

Be sure your shoes protect, as well as 
cover your feet. 

Don’t handicap your children with 
shoes that deform their feet. 
Walking is the best exercise and the 

cheapest. 

95 per cent of all babies have normal 
feet—help yours stay that way. 
Shoes, not nature, shape growing feet 
—be sure they fit perfectly. 

It takes 18 years to grow a pair of 
feet. 

Shoes that pinch your feet leave no 
room for enthusiasm. 

Do not wear shoes that make you slump 
or sway or teeter. 

Stumbling children aren’t naturally 
clumsy; it may be a sign of weak 
arches. 

Correct shoes are as important as cor- 
rect feet to your heal:h. 

Strong arches are built by walking 
with toes straight ahead. 

Foot health means increased efficiency 
for body and mind. 

Make the cheerful change to better fit- 
ting shoes in Springtime. 

Correct shoes, correctly fitted, afford a 
real Spring tonic. 











Instant Callous Relief with 
YourPrice$6. Retail Price$1.Send for FREE sample patr today é 
WIZARD COMPANY 


* Walsall, England 


Canadian Specialties, Ltd., 49 Sanford Avenue, S 


St. Louis, Mo 


Canadian Distributors 


TROUBLE SHOOTERS , THAT'S: US.” 


(T 1S USUALLY THE FOOT THAT 
CAUSES COMPLAINTS ~ NOT THE SHOE. 
—wWE FIX THE FOOT— 





Minimize Returns and Complaints. Give 


= 
run foot 


Copy for 
A Typical Foot Health Week Ad 


Store Name 


Joins in the National Observance 
of FOOT HEALTH WEEK 


From coast to coast this week is set aside to 

emphasize the importance of foot care, and 

the part that correct shoes play in keeping 
your feet free from most troubles. 


Most Foot Troubles Can Be Cured 


Millions of people suffer dlessly. Attention 

by a foot specialist, plus a change to correct 

footwear, will immediately relieve, and often 

cure entirely the ailments that so many of 
us endure. 


Let Us Check Up Your Feet and Shoes— 
There Will Be No Charge 


Our experienced fitters will tell you at: once 

if you need the services of a foot specialist, or 

if a change of shoes will give you the relief 

you seek. Don't suffer any longer. Come in as 
soon as you can. 


YOUR STORE NAME 





Plain Toe Bucks Popular 


With Men 


MIAMI, FLa.—Burdine’s, Miami, are 
featuring an especially attractive plain- 
toe two-eyelet smooth white buck shoe 
that has won immediate customer 
acceptance with the men. It is one of 
the most popular styles of the resort 
season. This is a $14.75 number. 


Cowen's Shows Pastels 


MIAMI, FLA. — Cowen’s, at 59 E. 
Flagler Street, is showing southern 
pastels in unusual and clever combina- 
tions. One of doeskin patterned like 
oak leaves, in pastel and white com- 
bination, is a popular number. Another 
is a doeskin and lizard combination, 
soft bow-tie fastening, closed shoe, with 
Dubonnet and pink as one of the color 
combinations. 


New Shoes for Women Golfers 


MIAMI, Fita.—Burdine’s are featur- 
ing a new shoe for golfers. This is a 
tongued moccasin with Duflex rubber 
sole and heel, and comes in white and 
brown or smoke and brown elk. This 
and a new Ghillie are featured as some- 
thing special for women golfers. 


Ladd's Shoe Store 
Granted Charter 


JACKSONVILLE, FLA. — Ladd’s Shoe 
Storé, Inc., has been formed with a 
state charter allowing the company to 
operate. Fifty-five shares of stock, par 
value $100, was the consideration. M. H. 
Ladd, T. S. Ladd and Holland Ladd are 
directors. 
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E D WA R ERICA’S FINEST JUNIOR FOOTWEAR 
ce csp AMERICA’S hiest juice lass % Parade 
ef “ie Man —_ 2 A baer Sh 
‘ ne — 
OVER A MILLION EDWARDS ADS ARE WORKING FOR YOU! 


Edwards’ National Advertising in Parents’ Magazine is for you! The tremendous 
response to these ads proves that Edwards Footwear meets a great national demand. 
This important series of messages in Parents’ Magazine is the greatest step for- 
ward in dealer assistance . . . Take advantage of it! Go Forward With Edwards! 
America’s Finest Junior Footwear grows in national favor .. . Edwards Shoes 
are first in consumer acceptance . . . first in dealer acceptance. Parents who have 


grown out of youth in Edwards Shoes 
WRITE EDWARDS TODAY FOR SPRING 


are now selecting them for their children. 
AND SUMMER CATALOGUE, 1936 


Edwards’ 31 years of recognized leader- 


. F r @ Never has a consumer advertising cam- 
ship will build repeat sales for you. ” 
@ _paign been backed up by a stronger, more 


Be prop ared. Order today from our @ comprehensive plan than Edwards offers 


Vast In-Stock Service. @ you now!... Join the Parade to Success! 


J. EDWARDS & CO., 314-22 N12. revssvvanis 


When writing advertisers please mention Boot and Shoe Recorder 































There are hundreds 






of “arch” lines, but 






there is only one 






genuine Arch Pre- 





server Shoe for Men 





THE WRIGHT ARCH 





PRESERVER SHOE 





ths first and still the 





leading arch-type 





feature shoe among 





dealers, doctors and 






the general public. It 





is made EXCLUSIVELY 


by E.T. Wright & Co., 






Inc., of Rockland, 





Massachusetts. 

























CD 
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FOR 
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SHOES 
















Trade Literature 


Novel Catalog by Juvenile 


St. Louis—The Juvenile Shoe Corp., 
St. Louis, have just sent to their se- 
lected list of merchants something quite 
original and new in catalogs, and which 
goes one better the excellent catalog of 
two years ago, when cellophane in 
various colors was used for indicating 
five sections. They were among the 
first in the shoe trade to use spiral bind- 
ing. ThisnewSpring catalog uses plastic 
binding in green to harmonize with a 
dominating green cover design that is 
very moderne. Added class results 
from a washable varnish. Back cover 
repeats the front cover design and 
colors. 

Inside are seven sections, with lower 
right hand corner stepped back, each 
title visible, and each section having 
a different color title page. Shoes are 
in colors with swatches in color to show 
corresponding styles, and one page car- 
ries actual leather circular swatches 
as a guide for intelligent buying. One 
hundred and six styles are shown, each 
of the sections glorifying this firm’s 
seven feature lines of Goodyear welts 
and copyrighted trade marks. The 
firm’s Golden Rule Code sets a high 
standard which appeals to good mer- 
chants. 


New Dickerson Catalog 


CoLumBus, OHI0—The Walker T. 
Dickerson Company have just issued 
their new catalog for Spring and Sum- 
mer in which merchants can find scores 
of ideas and suggestions of great in- 
terest. Illustrated in this catalog are 
the complete lines of Archlock, Arch- 
relief, and Apertna shoes for women. 
Also a complete assortment of dealer 
helps and suggestions are offered. 

The front cover, beautifully illus- 
trated, throws the spotlight on Femi- 
nine Fashions for the coming season, 
and the unusual size of the catalog 
eliminates the possibility of its being 
lost or misplaced. Your request for a 
copy will be forwarded to the manu- 
facturer. 


Issue Spring Folders 


Rocuester, N. Y.—E. P. Reed & 
Co., Rochester, N. Y., through a hand- 
some folder have introduced to the 
trade a new Spring “Sportview” model 
known as “Bobbie” which is featured 
in four colors. As well as the hand- 
some illustration of this model, a 
moccasin type with Jumbo brass eye- 
lets, appears a new slogan, “Soft as a 
Kitten’s Ear.” A twin folder shows 
another “Sportview” model named 
“Catalina,” in bucko six colors, a Talon 
fastened sandal-oxford with square toe 
and square heel. Both are excellent 
examples of printing, illustrations and 
typography. An unusually splendid 
halftone of a kitten ties up with the 
slogan. 
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"Edgie" Steps Out 

MILWAUKEE, WIs.—“Edgie”’ steps out 
for Spring and that very well-known 
chap can be seen cavorting all through 
the pages of the new Edgerton shoe 
catalog just released by Nunn Bush. 
Throughout the catalog “Edgie” is seen 
enjoying the varied pleasures so wel- 
come to us all during the Spring and 
Summer season, and along with each 
illustration of “Edgie,” correctly at- 
tired in the newest Spring fabrics, are 
shown the proper types of Edgerton 
shoes for the occasion. There are 55 
shoes, all carried in-stock, shown in this 
catalog in their natural colors. Re- 
guests for copies will be forwarded to 
the manufacturer. 





Loving Cup for Fred Elam 


ROCHESTER, N. Y.—Nineteen employ- 
ees of Fred S. Elam, head of the F. S. 
Elam Shoe Co., Rochester, recently 
presented to him a handsome loving 
cup, engraved as follows: “In Appreci- 
ation, to Fred S. Elam from Your 
Twenty-Year Employees—1916-1936.” 
Mr. Elam has recovered from a knee 
injury sustained in a recent automo- 
bile accident. 


Correction 

An error occurred in the advertise- 
ment of The Walker T. Dickerson Co., 
Columbus, Ohio, on page 2 of the Feb. 
8 issue of Boor AND SHOE RECORDER in 
referring to the patent whereby the 
flange or pieced cookie is attached on 
top of the innersole in any manner 
whatsoever. The number referring to 
this patent should have read 1,984,576, 
instead of 1,985,576. 





Buffalo Shoe Men 
to Hold Meeting 


BuFFALO, N. Y.—The board of direc- 
tors of the Buffalo Shoe Retailers As- 
sociation will meet March 4, at the 
Statler Hotel, to make plans for the 
enlarged organizations. In late weeks, 
a large number of retailers, who have 
been members in past years but for 
some reason or another allowed their 
membership to lapse, have returned to 
the fold. The following week the asso- 
ciation will hold another bowling party 
on March 10, at the Orioles Club, 568 
Genesee Street. 





New Ornament Firm 


PHILADELPHIA—National Bowmakers 
is the newest addition to the list of 
local firms making shoe ornaments and 
bows. The new house is headed by 
D. Dratman, well known in the trade 
and formerly connected with the Bow 
Makers of America, Inc. Its head- 
quarters are at 44 N. Fourth Street, in 
this city, and the newly created line of 
buckles and ornaments is most attrac- 
tive. 
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Shirley Temple—Slippers 
) and Sandals 


Every pair of Shirle = 
Sli and Sandals tag 

with photo of this = 
star paw packed in attrac- 
tive Shirley Temple carton. 


The Smash Hit Od 
of the Season! 3 it 20TH CENTURY-FOX FILM STAR 


HIRLEY TEMPLE—a name known the length and breadth of 
the land—a name idolized by millions of children, and by 

grown-ups, too. 
And now — Shirley Temple Slippers and Sandals for children — the 
rage of the season. A line with a name that means immediate profits 
to merchants and a tremendous appeal to the children who will become 
important customers. 
Order Shirley Temple Slippers and Sandals today! Take advantage 
of an outstanding tie-up with this glamorous little star. Her name and 
fame mean profits for you. 


Restful Footwear Co. 


31 Wilkinson Avenue Jersey City, N. J. 
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can be your contribution to all Farmers and 
Industrial workers by carrying in-stock for 
their selection a complete line of “ORIGINAL 
CHIPPEWA” work shoes. Scientifically cor- 
rect, with quality materials and specially 
tanned leathers, “ORIGINAL CHIPPEWA’S” 
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Exhibiting at Chiropody 
Conventions 


[CONTINUED FROM PAGE 63] 


a shoe is prescribed for the particular foot under con- 
sideration. 


Where is the shoe to suit this particular type foot? 
Is the operator expected to don his street garments and 
sally forth with the patient from store to store until 
the proper last is found? An absurd suggestion to be 
sure; yet when a shoe merchant refuses to exhibit at 
a chiropody convention, he is actually expecting the 
doctor to do just that—go shopping. The chiropodist 


are built to withstand severe wear. You are, 
therefore, able to offer complete FOOT 
HEALTH and COMFORT to the worker who 
knows long hours. 


CAPITALIZE WITH “ORIGINAL CHIPPEWA’S”. 
NOW ADVERTISED TO 1,259,753 FARMERS. 
QUALITY WORK SHOES SINCE 1901. 


is not free to act in such a fashion. He must depend 
on the shoe man to present his wares, demonstrate the 
sales features, convince the doctor of the beneficial 
qualities in the shoe. 

The convention exhibitor meets the chiropodist dur- 
ing a receptive mood. The doctor is devoting the day 
to acquiring knowledge, new slants, recent innovations, 
not alone in professional equipment, but in recent shoe 
styles. Convention day offers an admirable opportunity 
for the shoe dealer and the doctor to become ac- 
quainted. A likeable representative is in an excellent 
position to divert considerable business, new and old, 
to the establishment he sponsors. 


A Chance for Publicity 


Recently, one stormy noon hour, the writer visited 
a shoe store, long established in town and handling a 
widely advertised corrective last. I tried to sell him 
the idea of exhibiting at our state convention. He was 
skeptical. But he began to discourse on the excellent 
features the new lasts offered; he even brought forth 
several pairs of children’s shoes. The writer at once 
expressed interest and admitted he had been ignorant 
of a particular quality in one shoe. 


NONE BETTER 


Number 900. . . Choc. Elk. 
Welt. Seamless Bal, stitched 
tip, half stock tongue, drill 
vamp lining, grain insole, 
inside leather top band, 
medium double oak sole, 
rubber heel. Last 36, in- 
stock A to E widths, sizes 
6 to 12. 


IN-STOCK A TO 
SIZE 6 TO 12 


Catalog 
and 
particulars 


“Now,” I explained, “why not tell fifty or more 
chiropodists just what you outlined for my benefit? 
The convention will afford this opportunity.” 


on request. To date we are still waiting for his O. K. 


The manufacturers, too, are lukewarm. The com- 
monest polite refusal reads in this fashion: “We regret 
that our budget does not permit any further expendi- 
ture for the current season, etc.” But the budget should 
permit it. Here is a definite channel for advertising 
and contact which will positively bring returns. 
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" ) “7 eu The alert chropodist (podiatrist) is eager to learn 
about anything new or different in shoes. Let the shoe 
dealers give him something to think about by present- 
ing the latest corrective lasts at the nearest chiropody 


convention whether it is in a metropolis or in a hamlet. 


A large percentage of foot sufferers wear the shoes 
which chiropodists (podiatrists) prescribe. Mr. Manu- 
facturer and Mr. Merchant, we leave the above remark 
for your consideration. 


CHIPPEWA SHOE MANUFACTURING COMPANY 


CHIPPEWA FALLS ae ee On, 
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Shoe Veuwss 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, FEBRUARY 29, 1936 


NATIONAL NEWS 





Plan Sales Control Campaign 


Shoe Retailers of New York Meet and Discuss Continuation of Effort 
Launched in '35 


New York — The Shoe Merchants 
Council of New York, which waged a 
vigorous campaign last Fall to bring 
about a better understanding of the 
problem of clearance sales and to in- 
troduce a greater measure of control 
over this phase of retail shoe merchan- 
dising, is planning to pursue its efforts 
along the same line with reference to 
sales of Spring merchandise. 


F. PAUL RILEY 


The council, of which F. Paul Riley 
is chairman, seeks to prevent misrep- 
resentation in connection with sale pub- 
licity and also to control the circulation 
of sale advertising and publicity which 
might tend to have a demoralizing ef- 
fect upon orderly season merchandis- 
ing, at least until after the middle of 
May on Spring shoes and until after 
the middle of June on white shoes. 

The plans of the council, which are 
said to be meeting with general ap- 
proval, were discussed at a meeting of 
the executive committee, whose mem- 
bership includes the following: John 
Slater, of J. & J. Slater, chairman; 
Jesse Adler, of Adler Shoe Stores; 
Max Deutsch, of Max Deutsch Stores; 
Manuel Gerton, of Saks-Fifth Avenue; 
Joseph Greenberg, of Julius Grossman 
Shoes Corp.; John R. Laycock, of 
Hanan & Son; Joseph Michaels, Saks- 
34th Street; Maurice Miller, I. Miller & 
Sons; Joseph R. Minco, Lord & Tay- 
lor; Harry Rosenthal, Shoecraft, Inc.; 
Louis Sacher, Franklin Simon & Co.; 
Harold Williams, Bergdorf Goodman, 





DATES TO REMEMBER 


Leather Opening and Style Conference, 
Waldorf-Astoria, New York, 
Mar. 30, 31, 1936 


National Foot Health Week, 
April 13-18, 1936 


Spring Meeting Tanners’ Council, White 
Sulphur Springs, Va May 7, 8, 1936 


Ohio Shoe Retailers Association Conven- 
tion, Hotel Netherland Plaza, Cincin- 
nati June 7, 8, 9, 1936 

Wisconsin Shoe Retailers Association Con- 
vention, Park Hotel, Madison, Wis., 

June 14, 15, 1936 





and Joseph Zahn, of James McCreery 
& Co. Attending with the majority of 
the committee were Mr. Riley, Thomas 
Callahan, of B. Altman & Co., vice- 
president; Gustave Pick, treasurer; 
John L. Alheim, of Wise Shoe Co., 
treasurer, and Percy Hart, honorary 
president. 

Members of the committee present at 
the meeting were agreed that the sale 
control plan carried out last Fall was 
definitely advantageous to the shoe 
trade of the metropolis and that ef- 
forts along the same line should be 
continued. 


S. J. Rackham Convalesces 


DeETROIT—Stuart J. Rackham, presi- 
ment of Stuart J. Rackham, Inc., and 
former president of the Detroit Retail 
Shoe Dealers’ Association, is convales- 
cing satisfactorily from an automobile 
accident in which he was injured three 
weeks ago. He is now out of bed and 
expects to return to business within a 
few days. 


Canadian Production 
Hits High Level 


MONTREAL—The leather boot and 
shoe industry of Canada operated on 
an unusually high level in 1935. Re- 
turns for the nine months indicate that 
the total output for the year will 
either exceed or closely approach the 


record production of 1928. The nine 
months show a gain of about 7 per 
cent over the corresponding return for 
the record year. The gain over the 
nine months of 1934 is 16 per cent. 

The production of leather footwear 
in Canada for the first nine months of 
1935, according to returns issued by 
Dominion Bureau of Statistics, was 
16,528,888 pairs. In 1934 the nine 
months’ output was 14,223,517 pairs 
and in 1935 it was 15,350,696. These 
are preliminary reports and are usually 
somewhat lower than the final returns 
for the year. In 1928, for example, 
while the final returns showed a pro- 
duction of 20,793,758 pairs, the cumu- 
lative return for the 12 months 
amounted to 20,005,363 only. Similarly, 
while the final returns for 1933 were 
19,922,654 pairs, the cumulative report 
for the 12 months was 19,221,303 pairs. 

Women’s footwear constituted, as is 
customary, the largest element in 
Canadian production of leather boots 
and shoes for the nine months of 1935. 
The output of boots and shoes for 
women totaled 7,932,401 pairs or 47.9 
per cent of the total for the nine 
months. Production of men’s footwear 
for the same period was 4,905,893 or 
29.6 per cent of total. Misses’ and 
children’s footwear came third at 2,- 
096,313 pairs, followed by boys’ and 
youths’ at 906,586 and babies’ and in- 
fants’ at 687,645 pairs. Of the total 
output for the nine months 14,970,000 
pairs were boots and shoes with leather 
or fabric uppers, 1,130,440 cloth, car- 
pet, boudoir and Indian slippers, 309,- 
778 footwear of all kinds with felt 
uppers, 18,980 shoepacks, larrigans and 
moccasins (oil tan) and 99,639 mocca- 
sins for outdoor wear (other than oil 
tan). 

The capital invested according to 
latest returns (1933) is $22,963,783. 
Of this capital, lands, buildings, and 
machinery account for $9,870,895, ma- 
terials on hand and stocks in process 
$6,829,081 and cash, accounts and 
bills receivable $6,263,807. Quebec was 
the leading center, 124 factories with a 
total capital of $12,945,572 being lo- 
cated. in that province. Ontario re- 
ported 64 factories with total capital 
of $8,962,410. The gross value of pro- 
duction for the industry in 1933 was 
$32,291,092, while in the peak year 
of 1928 it had been $50,018,802. 
The year 1933 showed a small advance 
over 1932, as did 1935 also. During 
1935 operations have been on a con- 
siderably higher level than in 1934. 





BOOT AND SHOE RECORDER, February 29, 1936 





The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. @> EMPIRE LAST WORKS 
AUBURN, MAINE UY /4/, ROCHESTER, N. Y. 

T. W. GARDINER CO. GE KRENTLER BROS. CO. 
LYNN, MASS. Vie ST. LOUIS, MO. 

UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 

stewart’s& potrerco, THE LAST WORD ynitep tastco., TD. 


BROOKLYN, N. Y. U N | T FE ' D MONTREAL, P. Q. 





UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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TRADEMARK REG. U. S. PAT. 


U.S. Patent No. 1599900 
TRAVEL TREE FEATURES 


spi prings which are effective and fully 
e varia ght, but strong and so designe 
ven 


60-64 CUMBERLAND ST. 





Design Patent 98180 


© Travel Trees are self adjusting for both len 
= mh gad a few sizes are needed fo fit all men's and women's 


e The | patented self adjustment ts controlled by piano wire 
uaranteed. 
as to furnish ample 


IRAVEL /REE THE NEWEST AND FINEST 


SHOE TREE ON 


1 ental TREE is a high quality mahogany finish Shoe 
Tree—a shoe tree that affords progressive merchants 
an outstanding opportunity for increased sales and extra 


profits. 


The easiest, quickest and simplest to operate due to a 
patented self adjusting feature, Travel Tree is the newest 
and finest improvement in shoe tree construction. Show 
this smart tree to your customers—lIts many new features 
will appeal to them at once, and your shoe tree business 


will be a most profitable one. 
@ Convenient to insert and remove due to smart streamlined 


th and width 


@ Are ot ‘looking and fit smoothly in all parts of shoe. 


SCHELTER LAST CO., Inc. 


Store Service Department 


Travel Tree for both men and women. 
PRICE 95¢ PAIR 


Let us send you a sample pair today! 


THE MARKET! 


ROCHESTER, NEW YORK 











Educational Shoe Guild Formed 


NEw YorkK—A little group of con- 
scientious shoe fitters gather together 
every Tuesday night at 8.00 P.M. for 
study of the human foot and its anat- 
omy, at the offices of Dr. A. J. Weis- 
blatt, 858 Fifth Avenue, New York 
City. 

The lectures are in the form of prac- 
tical interpretations of the use of the 
foot and its structure of bones, liga- 
ments, blood vessels and nerves. 

The sponsor of the guild is Louis J. 
Bieber of 2502 Grand Concourse, who 
was elected as president by the initial 
group of 25. The treasurer is Paul 
Schwartz of mid-town New York and 
secretary Harry Winkler of down-town 
New York. 

Other serious-minded shoe men are 
invited to join the class. The fees are 
set at a minimum to cover costs. 


Moves to Larger Quarters 


BALTIMORE, Mp.—M. Perel, whole- 
saler of footwear, including shoes, rub- 
bers and boots, has moved to new and 
larger quarters at Hanover and Red- 
wood Streets. The move is one of ex- 
pansion, the growth in the concern’s 
activities necessitated larger quarters. 
It is the second expansion move in as 
many years. Former quarters of the 
concern were at 8 S. Hanover Street, 
and prior to that on East Baltimore 
Street. 


Animated Display Cards 


MILWAUKEE—Animated displays fea- 
tured a recent successful sale window 
display at the S. J. Brouwer Shoe Com- 
pany’s downtown Milwaukee store. 


(ei. 





The animated display which featured 
S. J. Brouwer's recent successful sale 
window display. 


Included in the display was an inter- 
mittent revolving sign, measuring ap- 
proximately 20 by 36 in., which carried 


six distinct messages outlining features 
of the sale. 

The sign was housed in a booth so 
that only one message was presented 
at a time through a framed opening. 
The sign, turned by an electric motor, 
changed at intervals of 10 seconds, 
giving ample time to read the short 
messages and not too long a time to lose 
the passerby’s attention. 

Farther back in the windows, at 
either side of the store entrance, were, 
displayed painted cut-outs of a man and 
woman holding newspapers containing 
the store’s half-yearly sale advertise- 
ment. A motor in the panel behind the 
cut-outs operated the arms of the fig- 
ures so that they folded and extended 
in much the same manner as one does 
when turning the pages of a news- 
paper. One window featured men’s 
shoes and the other women’s. 

The general color scheme of the 
windows was white and gold, with the 
signs in maroon and white. The win- 
dow display was executed by Stanley 
J. Brown, Brouwer display manager. 


Wyman's, Inc., Expands 


BALTIMORE, Mp. — Wyman’s, Inc., 
prominent shoe concern of this city, 
will expand its operations and for 
that purpose has leased the third floor 
of the building at 21 West Lexington 
Street, which adjoins the concern’s 
four-story structure at 19 West Lex- 
ington Street. 
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What Florida Shops Are Selling 


Boot and Shoe Recorder's Correspondent Checks Up on the Style 
Picture Now, as Revealed at Palm Beach, Miami, 
Miami Beach and St. Petersburg 


M1aMI.—The square toe shoe has 
met with a good reception in Miami’s 
best stores, but has yet not reached 
volume proportions here. At first it 
appeared as though this new idea 
would go over generally in a big way 
but a checkup in a number of stores 
which have been actually promoting it 
discloses the fact that in the moderate 
or popular price shoe there is as yet 
little demand for the square toe. The 
better type square toe has a very def- 
inite selling acceptance. As an ex- 
ample, Burdine’s is offering a new 
molded hexagon toe, square heel pump 
with a built-up vamp, that has met 
with tremendous favor, and it is one of 
the most expensive shoes offered. 
Stores along Lincoln Road are offer- 
ing square toes as a fashion-right shoe. 
Shoes from $10.75 to $14.50 have 
square toes and heels. 

In heels 14/8 has been quoted all 
along the avenue as being just about 
the most popular. Volume lies between 
12/8 and 16/8. 


The Color Picture 


With the wide range of colors offered 
in shoes this season, and the prediction 
that colored footwear would be high in 
fashion rightness, it is somewhat per- 
plexing to find that again all white is 
fully as strong as it was last year. 
With all the rainbow shades in the 
picture to select from, volume runs 
to white. The only explanation is that 
business in general is good enough to 
absorb more color variety. 


High Colors and Pastels 


There never were so many high colors 
as well as pastel shades offered. For 
sports wear white-and-brown and 
white-and-blue follow the all white in 
popularity. In spectator sports there 
in every possible combination. Bur- 
dine’s offer their new Sunshine Fashion 
sandal in 24 color combinations. J. 
and J. Slater is offering a very popu- 
lar number, the Runaround, in approxi- 
mately 25 color combinations. Another 
good store reports that next to white 
their volume is in royal blue. In the 
white-and-brown combination dealers 
report the brown to be of a lighter, 
brighter shade than that of last season. 

During early January selling gray 
had an important place in the picture. 
There was a lot of this color called for. 
Now, however, the grays are not in 
demand. Early January selling in 
Miami corresponds to early Spring in 
the North; what is selling right now 
is the mid-July merchandise of north- 
ern stores. Dark shoes picked up with 
white are still in demand but not to 
the same extent as a year ago. 

Brown and blue reversed calf sports 
shoes are on a par with last year’s 


sales. Buck or white suede is first 
in importance in the leather picture, 
with kid second. Fabrics—linen, gabar- 
dine and others, run third. Satin, of 
course, for evening wear. 

There is a very definite story in 
colored patent leather. The only rea- 
son more are not being sold in this 
area is because they can’t be had. This 
statement comes from the largest shoe 
merchant in the South. He said that 
this week he got in 36 pairs one day, 
20 of which were paid for before they 
arrived. The new, bright colored and 
pastel shades make up such lovely 
open toe—open shank sandals—good 
looking and so comfortable they have 
met with tremendous customer accept- 
ance. 


The Pattern Picture 


The oxford continues to be staple. 
There is very little change in customer 
demand for this old standby. For ac- 
tive sports it continues to be the popu- 
lar shoe. There was some expectation 
that the broad strap would supplant 
the oxford, but so far oxford sales are 
holding up well. 

Locally the most popular sports shoe 
is the low-heel sandal. There is def- 
initely a greater leaning toward a more 
closed sandal. The open shank, open 
heel, open toe affair is limited to the 
lower price range. 

There is a greater demand for the 
strictly dressy shoe this year than last, 
or for several years past. The evening 
shoe picture remains the same. 

In trimmings the most significant 
trend is the highly contrasting colors 
used in all types of shoes. Perforations 
have remained about the same, with 
only a slight change in pattern. 


Selling Related Accessories 


Florida shoe stores are definitely 
selling related accessories. One store 
requires its salesmen to have 10 per 
cent of total sales in accessories. Many 
dealers are showing the most clever 
matching bags, with the same trimming 
on both shoe and bag. Others offer 
matching colors or harmonizing fabrics. 
Not so much is being done with match- 
ing belts or gloves. In Burdine’s they 
show matching gloves and _ hosiery. 
Many of the stores offer scarfs, squares 
and Ascots in matching colors, and 
even show the proper jewelry to com- 
plement the colorful shoe. Practically 
every shoe store has some line of ac- 
cessories to offer with its shoes. There 
is quite a trend toward smart evening 
bags and matching slippers this season. 

Miami has its third consecutive 
“good” season and can report its third 
big increase in business. Every dealer 
states business going over in a big way, 
particularly in the higher price bracket. 


Hearn's Combines Shoes 


on Main Floor 


NEw YorK—Hearn’s have combined 
their men’s, women’s and children’s 
shoe departments into one large depart- 
ment on the main floor of the store. 
The new department is in the shape of 
a large T with the women’s section 
comprising the top of the T and ex- 
tending from 13th to 14th Street with 
entrances on 14th Street. The men’s 
section forms the bottom of the T with 
entrances on Fifth Avenue and extend- 
ing into the middle of the women’s sec- 
tion. The new department has nearly 
8000 sq. ft. of space and seating capac- 
ity for nearly 300 persons. 

A children’s section is being installed 
in the basement of the main shoe de- 
partment and connected with it by 
stairs. This section was formerly on 
the main floor in the 13th Street side 
of the women’s section but this ar- 
rangement !eft too little space for the 
women’s section and so it was moved to 
the basement. 

A men’s work shoe department will 
be installed on the west side of the 
building near the men’s work clothes 
department and will stock a popular- 
priced men’s work shoe line. 

Irving Goodman, formerly in charge 
of the children’s department at Hearn’s, 
has been appointed shoe buyer of all 
shoes in the new department with the 
exception of Marion Brown, who has 
charge of the women’s “Tenderfoot” 
line. As buyer, Mr. Goodman takes 
the place of Stanley Weiss, who has 
been shoe buyer at Hearn’s for nearly 
25 years and has now been appointed 
merchandise manager in charge of the 
new department. 

Mr. Goodman, a young man, has been 
in the shoe business since 1919 in 
Boston. He later came to New York 
and opened the shoe department in 
Ohrbach’s where he stayed until their 
removal to the coast. He then returned 
to Boston where he managed the shoe 
department of the Jordan March Co. 
for three and a half years. He joined 
Hearn’s again in August, 1935, as the 
children’s shoe buyer, and has remained 
until his recent appointment as buyer 
of all shoes. 


——————_ 


Finds Merchants Optimistic 


HAVERHILL, Mass.—Henry Axman, 
merchandising manager, stylist, and 
advertising manager of Hannahsons 
Shoe Co., Haverhill, Mass., has just 
completed a trip throughout the Middle 
West. While on this trip Mr. Axman 
attended the Northwestern Shoe Re- 
tailers Association annual convention 
in Minneapolis, and from there he went 
to Chicago, St. Louis, Detroit, Buffalo, 
and then to Boston. 

“Despite the adverse weather condi- 
tions so far this year I found all the 
merchants very optimistic in their an- 
ticipations of future business,” said 
Mr. Axman. 
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W. L. Terhune 


[CONTINUED FROM PAGE 32] 


zine known as Merry’s Museums and 
Mr. Terhune, then only twenty years 
old, was offered and accepted the 
managership. Unable to agree with 
the owner on questions of policy, he 
resigned at the end of one year and 
moved to Portsmouth, N. H., to engage 
in commercial life. But he had been 
bitten by the publishing bug and man- 
aged, during his spare moments, to 
publish the New Hampshire Indepen- 
dent and to do special work for the 
Boston Globe and the Boston Herald. 
While there, he married Nellie E. 
Littlefield of Dover. This was on Jan. 
7, 1873, and with her he lived a happy 
married life until her death in 1927. 

About 1880, Mr. Terhune and his 
wife moved to Boston where, still in 
search of a good publishing field, he 
felt there might be opportunities. He 
found them in the shoe field where, 
although there were numerous well- 
edited publications of interest to shoe 
manufacturers and tanners, there was 
none giving the merchant the kind of 
a paper he needed. “No one then was 
telling the retailer anything—in print.” 
So this enthusiastic young man made 
up a “dummy” of the new publishing 
venture—THE BooT AND SHOE RE- 
CORDER— an eight-page paper, four 
columns to the page, 11% x 16. He 
canvassed the boot and shoe trade in 
and around Boston and when a suf- 
ficient amount of advertising had been 
booked, the new venture was launched 
on the sea of business—on the first 
Wednesday of April, 1882. 

Ten years later the success of this 
venture was so pronounced that its 
owner and publisher built a six-story 
brick building on Columbia Street in 
Boston, which housed not only the ex- 
ecutive headquarters of his company 
but a completely equipped printing 
plant as well. Typical of his vision is 
the fact that in equipping this plant, 
he broke away almost entirely from 
the generally accepted practice of set- 
ting type by hand and put in a battery 
of the then tremendously expensive 
type-setting machines, now known as 
linotypes. At that time they were new, 
and older members of the publishing 
business looked on them askance. 

Never content with one iron in the 
fire, Mr. Terhune turned to organiza- 
tion work as an outlet for his vitality 
and his love of getting things done. 

In the shoe trade he will always be 
remembered, in addition to his owner- 
ship of the Boot AND SHOE RECORDER, 
for his work in promoting the Boston 
Boot and Shoe Club—still in existence 
and going strong. He was one of the 
founders of the first association of shoe 
merchants in the country, organized in 
Boston, and also one of the promoters 
of the first association of business 
paper publishers. 

In Dorchester, where he made his 
home, he organized the Colonial Club 
of Dorchester of which he was presi- 
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dent for several years. He was presi- 
dent, at various times, of the Trade 
Club of Dorchester; of the Shawmut 
Real Estate Association. Later, inter- 
ested in investment and finance, he be- 
came president of the American Invest- 
ment Syndicate and was a director also 
in the One Hundred Associates and 
the Suffolk Cooperative Bank. 

Masonry was another of his interests 
and to that body he rendered invalu- 
able service. Fairly recently he served 
as president of The Square and Com- 
pass Club of Boston and in his earlier 
days was a member of the Knights of 
Pythias, The Royal Arcanum, A.0.U.W. 
and other societies. 

W. L. Terhune sold his interest and 
retired from the BooT AND SHOE RE- 
CORDER in 1909. 

He is survived by his widow, Mrs. 
Isabelle McClure Terhune, whom he 
married in 1931; by three children, 
Everit Bogart Terhune, president of 
the Boot AND SHOE RECORDER; Mrs. 
Inez T. Carpenter, wife of Edward N. 
Carpenter, well-known Boston attorney 
and Mrs. Lillian T. Jordan, wife of 
Captain John W. Jordan, U.S.N. Sur- 
viving him also are a brother, Joseph 
W. Terhune of Wollaston, Mass., six 
grandchildren and three great grand- 
children. 

Thus passeth a pioneer, herald of the 
“eighties” when strong men were mak- 
ing their imprint in the mechanization 
of industry. He lived a long and in- 
teresting life, preserving to the very 
end the inquisitive, reportorial sense 
to which he gave vent in a flow of 
correspondence for over a half century. 


Kistler Leather Increases Space 


BostoN—The Kistler Leather Com- 
pany have moved their executive offices 
and sole cutting plant and warehouse 
to 32-44 Binford Street, Boston, where 
they have 25 per cent more space than 
in their former location on A Street. 
The address is adjacent to the New 
York, New Haven and Hartford Rail- 
road freight terminal, with a spur 
track leading direct to their door, thus 
facilitating deliveries from the Kistler 
tanneries in Lock Haven, Pa., and 
Elkins, West Virginia. 

The top floor of this six-story build- 
ing is devoted to sole cutting and sort- 
ing, three floors below to space for stor- 
ing both cut soles and leather. On these 
storage floors the atmosphere is tem- 
pered to provide the best conditions 
for leather storage. 

A suite of efficiently equipped offices 
occupies the second floor. Modern semi- 
direct lighting adds to their attractive- 
ness. 

Throughout there is an air of well- 
ordered activity. Equipment, from the 
mammoth elevators to the circular 
washing fountain for employees, is 
most modern and complete. It is a 
fitting home for the production of the 
famous Kistler Bench Brand Soles. 
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Afternoon Shoe by Tupper 


Flex-to-Fit Fairy Last 


SPRING SHOES LOOK THEIR BEST 


Northampten 


England 
Melbourne, Australia 


Attract the window shopper’s immediate attention to 
your smart new Spring Shoes by displaying them all 
on Fairy Forms! 

They’ll come into your store and they'll buy, when 
they see the details of design, style and fit whi 
Fairy Forms can bring out in each shoe. 
Order Fairy Forms to-day. 
prised at the new business that your well-dressed 
display windows will bring you. 

Fairy Forms are made for every type of shoe and may 
be obtained in a variety of popular Spring colors. 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


Manufacturing Branches 
United Last Co., Ltd., Montreal, Canada 
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You'll be pleasantly sur- 


Frankfort 
—_ Germany 
Mexico City. Mexico 











What's New 


New Device for Shoe Comfort 


NEw YorK—M. K. Dun of the Dun 
Shoe Store, 13 East 37th Street, New 
York City, is the sole distributor of 
a new device that insures shoe com- 
fort before the shoes are worn. The 
new device, called the “Pliantor,” is 
made by ‘the Pliantor Company of 
Waterbury, Conn. 

The “Pliantor” is a mechanical ap- 
pliance which subjects the new shoe 
to the stresses and strains normally 
imposed by the foot in walking. It 
automatically flexes the sole and soft- 
ens the vamp, which, if done in the 
normal course of wearing, would take 
considerable time. It accomplishes this 
in a few minutes without changing 
the appearance of the shoe. It is ad- 
justable to any size or width of shoe 
and a dial device shows when the 
proper amount of flexibility is at- 
tained. 

The “Pliantor” is made in three reg- 
ular cabinet models besides specially 
designed models available on special 
order. 

As an advertising feature it offers 
a distinct advantage to retailers be- 
sides being an interesting window dis- 
play that attracts attention to the 
store. 





Wizard Offers Premiums 


peers 
& 





Fitting stool and foot mirror, designed 
by the Wizard Company and offered as 


@ premium for their dealers. 


New Ticket Holder 


Detroir — A new type of ticket 
holder has been installed in the shoe 
departments of Ernst Kern Company 
for use on individual shoe boxes. The 
ticket itself is about one by one and 
one-half inches, and is slid into place 
on the ticket holder, which is placed 
at the lower left-hand side of the face 
of the box, where it interferes least 
with the display printing. 

The ticket holder is the size of the 
ticket, and contains bottom and side 
grooves to support the ticket, with 
the top clear to slide it in. It is fast- 
ened onto the box by prongs which 
clip it on securely, right at the factory. 

The tickets contain the spaces for 





lot number, size, price, and a blank 
line for descriptive wording. These 
can be changed in a second by remov- 
ing the ticket and placing in a new one. 

This saves the entire troublesome 
job of sticking and unsticking labels, 
or erasing old pencil marks and leav- 
ing the box unsightly. It gives a very 
neat appearance to the store face as 
well. The tickets are done in a me- 
dium tan, to correspond generally with 
the tan of the boxes, which resembles 
a coarse screen print. The holder it- 
self is made of polished brass. 





Lasting Machine Patents 


BEVERLY, MAss.—Bernhardt Jorgen- 
sen, of the inventive staff of the United 
Shoe Machinery Corp., has secured 
patents for improvements on lasting 
machines. 98 claims to originality have 
been granted. These patents follow 
after earlier patents on like machines. 





Commemorates Boy Scout Week 


TACOMA, WAS H.— Commemorating 
National Boy Scout Week, The Rhodes 
Brothers store did its good deed for 
the lads, catering to their shoe needs, 
their hosiery and accoutrements, with 
a special Boy Scout Trading Post for 
official scout wear, established on the 
first floor of its large department store 
here. In line with a number of other 
stores in this section, it observed Feb- 
ruary 10 to 15 as Boy Scout Week. 
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Obituary 


Charles Barton 


BuFFaALo, N. Y. — Charles Barton, 
widely known retired shoe retailer 
of this city, and for many years promi- 
nent in the local and state associations, 
died February 7, after an illness of over 
two years. He gave up his business 
on Main Street a little over a year ago 
after being a familiar figure on that 
street in the shoe business for 40 years. 





CHARLES BARTON 


Mr. Barton was a charter member 
of the New York State Shoe Retailers 
Association. He was elected presi- 
dent of this association in 1921, at 
the Syracuse convention. Later, he was 
elected chaplain to succeed Elmer D. 
Gildersleeve of Poughkeepsie, N. Y., 
which he held for five years. In 1921, 
he also became president of the Buffalo 
Shoe Retailers Association, and from 
1932-1934 served as chaplain of that 
association. He was never known to 
miss an outing of the local shoe asso- 
ciation. One of his hobbies at these 
affairs was to keep the score. 

As a business man, Mr. Barton was 
perhaps best known for the emphasis 
he placed on the correct fitting of 
shoes. In fact, he was one of the pio- 
neers in the industry in this respect. 
He carried high-class lines of shoes, 
and, until his retirement from business, 
many Buffalo families had never 
bought shoes elsewhere. He was highly 
esteemed by his competitors for his 
fair dealing, and his judgment and ad- 
vice on trade problems was _ highly 
prized. 

The funeral took place February 9 
from the home of his daughter. The 
New York State Shoe Retailers Asso- 
ciation was represented by Harry 
Chase of Rochester, and Joseph J. 
Schaetzer and Harry Gibson of Buffalo. 
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President George J. Seifert of the 
Buffalo Association and many of the 
other members attended. Both of these 
associations sent beautiful floral pieces. 
One of those attending was Richard 
Warfield, known in the trade as “Dick,” 
who was a life-long clerk in the Bar- 
ton store, and who retired a few years 
ago. 


Charles A. Proctor 


Boston, Mass.—Charles A. Proctor, 
formerly partner in Proctor Ellison 
Co. sole leather merchants of Boston, 
died February 8 at his home in Boston, 
age 69. He was a graduate of Massa- 
chusetts Institute of Technology, and 
of Harvard Law School. He was in 
sole leather for 40 years. He is sur- 
vived by his wife, son and two daugh- 
ters. 





Emanuel Lindeman 


Newark, N. J.—Emanuel Lindeman, 
67, who operated a shoe store at 192 
Market Street, this city, for more than 
25 years before the illness which pre- 
ceded his death, died February 17 at 
Beth Israel Hospital, Newark. He 
was widely known in the city and was 
a member of a family long prominent 
in its business and political life. 
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Adolph E. Gunther 


Bay SHoreE, L. I.—Adolph E. 
Gunther, one wf Long Island’s pioneer 
shoe merchants, died at his home Feb. 
4. His shoe store, one of the largest 
in Bayshore, was sold in 1929, when 
Mr. Gunther retired from active busi- 
ness. He was 73 years of age and came 
to this country from Austria more than 
50 years ago. 


Eugene M. Sullivan 


CHICOPEE, MAss.—Eugene M. Sulli- 
van, for many years in the retail boot 
and shoe business here with his brother, 
the late Patrick Sullivan, died Febru- 
ary 12 after a brief illness 





Charles F. Johnson Back from 
South 


JOHNSON City, N. Y.—Charles F. 
Johnson, Jr., vice-president and general 
manager of the Endicott-Johnson Corp., 
returned from the South, Wednesday, 
Feb. 12, after having visited his father 
and George F. Johnson, both of whom 
are spending the Winter at Daytona, 
Fla. All are reported to be in excellent 
health, and Charles F. said he was glad 
to be back again and with his associ- 
ates in the factories and tanneries. 
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Some of the prominent stores 
using the Shoe Conformer: 


B. are s co. 

SAKS 5 

COWARD. "SHOE ‘STORES 
REGAL SHOE COMPANY 
WALK OVER SHOE. COMPANY 
STETSON SHOE SHOPS 
FOOT ——. Cry STORES 
L. BAMBERGE co. 

THE FAIR DEPT. STORES 
PALAIS ROYAL DEPT. STORE 
THOM McAN & CO 
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SHOE CONFORMER 


EVERY SHOE RETAILER is annoyed 
with customer complaints that shoes hurt, 
don’t fit, slip at the heel, etc. There is 
bound to be a sizeable percentage of loss. 


AT LAST!—here is what you have been 
waiting for: 
THE SHOE CONFORMER 
THE ONLY PERFECTED MACHINE OF 
ITS KIND IN THE WORLD. 


It conforms and shapes the insoles of 
shoes to foot variations, yielding more 
width, length and depth. New shoes can 
now be broken-in to the individual foot 
immediately. Misfitted shoes are re-shaped 
and adjusted to fit comfortably. 

IF YOU GO FOR ORTHOPEDIC SHOES 
AND ARCHES, THE SHOE CON- 
FORMER HAS TREMENDOUS PULL- 
ING POWER. 

EVERY SHOE AND DEPARTMENT 
STORB should have this valuable machine. 
It relieves pressure and pain from Corns, 
Bunions, Callouses, Hammertoes, etc. As 
a money saver and service feature it is 
unequalled. 


WRITE TODAY 


for full information concerning both these machines; 
also with reference to agencies, now available through- 
out the United States. 


SHOE CONFORMER CORPORATION 


11 WEST FORTY-SECOND STREET ® 


Phone Bryant 9-6687 
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Children's Footwear 


i ened 





MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Soles.. 0-3 
Intermediates 1-5 
Flexible Hard Soles. 2-8 

Send for In-Stock 
Catalog 
MRS. DAY’S IDEAL BABY 
SHOE CO 


Locust St. 





Danvers, Mass. 











i ei eel el eel 
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LARGEST FLOOR STOCK 


Kinkade! 


Omaha, Nebraska 
Exclusive Manufacturers 
Catalog on Request 
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LL 

















Offer Prizes for 
Window Displays 


St. Lovis—A window display contest 
with 25 cash prizes totaling $1,000 is 
being conducted by the Roberts, John- 
son & Rand branch of the International 
Shoe Co., St. Louis, among its dealers 
and their display men. 

Star Brand shoes or any specialty 
line of the company’s manufacture are 
to be featured. Photographs of the win- 
dows must be submitted not later than 
midnight of June 1, when the contest 
closes. Disinterested display men will 
serve as judges. Prizes range from $10 
up to the first prize of $250. 

Roberts, Johnson & Rand furnishes 
its dealers with a low-cost display ser- 
vice, but those entering the contest 
may use material from any source they 
wish. 
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On the Selling End 


Appointed Export Manager 


NASHVILLE, TENN.—Appointment of 
John Ball as export manager of a new 
division set up by officials of the 
General Shoe Corporation, due to an 





JOHN BALL 


increasing trade with foreign countries, 
was announced last week by W. M. 
Jarman, president. Mr. Ball’s appoint- 
ment will be effective March 1. 

Connected with the Jarman Shoe 
Company division of the corporation 
for the past five years, Mr. Ball has 
handled business with foreign outlets 
of the company’s trade for some time. 
The new export manager is adept in 
the use of both the French and Spanish 
languages, and has established numer- 
ous contacts with firms in eighteen 
foreign countries, where Friendly and 
Fortune shoes are sold. 

An indication of the large export 
shoe trade done by General Shoe Cor- 
poration was seen recently in the mail 
received from the first West-East 
flights of the famed “China Clipper,” 
air liner from Honolulu and Manila. 
On both flights orders were brought 
back from foreign countries for shoes 
made by the corporation. 





Office Changes in 
Marbridge Building 


New York—Several changes have 
been made by shoe manufacturers of 
their offices in the Marbridge Building 
at Broadway and 34th Street, as well 
as several new offices opened. Laird, 
Schober Company of Philadelphia has 
moved their offices in the building to new 
and larger quarters on the eleventh 
floor and the Johansen Bros. Shoe Com- 





News of the Travelers and Sales Activities 





pany of St. Louis, which has maintained 
offices in the Marbridge Building for 
many years, has taken larger quarters 
on the eighth floor. 

Shoe manufacturers who have re- 
cently taken offices in the Marbridge 
Building are: the Eleo Shoe Company 
of Hoboken, N. J.; Orthopedic Shoes, 
Inc., of Portsmouth, Ohio, and the 
Bancroft-Walker Company of Boston, 
Mass. 


Casey Jones Back From 
Hawaiian Selling Trip 


Los ANGELES, CALIF.—Casey Jones, 
who covers the West Coast for the E. 
E. Taylor Corp. of Brockton and the 
Heywood Shoe Co. of Worcester, has just 
returned from his annual selling trip 
to Honolulu. A satisfactory amount of 
business was written, as conditions in 
the islands are regarded as good. 
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CASEY JONES 


Some very interesting  sidelights 
relative to shoe conditions are reported 
by Mr. Jones. There are some 50 dif- 
ferent nationalities in the islands, 
nearly all of whom speak some Eng- 
lish, and all like to wear American- 
made shoes, he finds. Fully 75 per cent 
of the men’s shoes are sports types, as 
the temperature runs about even all 
the year round. People are very sport- 
minded, due to the ideal weather con- 
ditions. Crepe soles are out, as the 
feeling is they make the feet warm. 
Ventilated styles are also out, but this 
is due to the fact that shoes of this 
nature have had a big run and have 
had so much bargain table and cheap 
store exploitation that the good stores 
are through with them. 

The one popular shoe among the . 
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ESTABLISHED REPUTATION 


Public appreciation of a quality product is the 
reason why SHU-MILK is America’s largest sell- 
white shoe cleaner. More people ask for 
SHU-MILK by name than any other cleaner, be- 
cause it is universally recognized as the safe and 
effective cleaner that quickly and thoroughly 
removes spots and stains and restores new-shoe 
whiteness to all white shoes. 








ing 


bottle 10¢ 


WALTER JANVIER, INC., NEW YORK, N. Y. 
National Distributors for Shu-Milk Products Corporation, Passaic, N. J. 


AMERICA’S LARGEST SELLING WHITE SHOE CLEANER 


It will not rub off. 


Dealers everywhere make more money with 
SHU-MILK because its established reputation 
means big volume and fast repeats. Ask Your 
W bolesaler. 


25¢ Bottle or tube 
New Trial size 
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“Look, Madam! the 
shoes are so white 
—like NEW” 





men’s better trade is the short fore- 
part, 10/8 heel, semi-custom last. Re- 
versed calf in all colors built over such 
a last is staple. In colors this season, 
white leads, followed by gray, brown, 
blue green, beige. 

The bulk of men’s sizes run from 
4% to 8, although many stores carry- 
ing the best grades of shoes have sizes 
up to 12 for the resident American 
and tourist trade. These same stores 
also carry men’s shoes from AAAA 
to D, with C and D most active in the 
medium grades. 

Stores are very modern and com- 
parable with the best in this country. 
Methods of operation, too, are on a 
high standard. Business is better than 
it has been in years. Even the tourist 
trade will top many years’ record. The 
islands have not suffered in trade as 
has the rest of the world, Mr. Jones 
finds. This, he states, is due to the 
tremendous reserves of the sugar and 
pineapple industries. All in all the is- 
lands look good from a business point 
of view, and most gorgeous as to 
scenery. 





Frank Muller Joins 
Laird, Schober Co. 


PHILADELPHIA—F rank Muller, who 
has been connected with some of the 
largest department stores in the East, 
including R. H. White & Co., Boston; 


Best & Co., and John Wanamaker, New 
York, has recently been appointed sales 
manager of Laird, Schober Co., Inc., 
and will take up his duties as of Febru- 
ary 24th. 

‘Mr. Muller’s experience in the shoe 
field covers retail, manufacturing and 
designing. He has been in the shoe 
business for over 20 years. He will 
have complete supervision of Laird, 
Schober’s sales policies. 

Mr. Muller will make his headquarters 
at the plant in Philadelphia and at the 
Empire State Building in New York. 





V. L. Phillips with J. & K. 


CoLumBus, OHI0O—The Julian & 
Kokenge Co. has announced the ap- 
pointment of V. L. Phillips as their 
representative, succeeding Ray Glas- 
cock in the states of Minnesota, Wis- 
consin, North Dakota, South Dakota 
and Iowa. 

Mr. Phillips purchased Foot Saver 
shoes for many years and has been 
identified with the Julian & Kokenge 
Co. during the past year, doing special 
promotional work from coast to coast. 
By reason of this experience Mr. 
Phillips is especially qualified relative 
to lasts, patterns and promotion for 
this line of shoes. Thus he is able to 
offer a service to the Julian & Kokenge 
accounts, which should prove most 
valuable. 


Richard Mengie with Menihan 


ROCHESTER, N. Y.—Richard H. Men- 
gie, well known in metropolitan shoe 
circles, has accepted a position with 
The Menihan Company of Rochester. 
Mr. Mengie will have entire supervision 
of factory operations and promotion of 
styles. With a backing of many years 
of practical experience in the pattern 
and shoe business, he is well qualified 
for the responsibilities of his new 
duties. 


Adds to Sales Staff 


New York—Bert Robbins and Sol 
Berman have been added to the sales 
staff of Joseph S. Salomon, represen- 
tative of leading leather lines, 15 
Spruce Street, New York City. 

Milton Salomon, recently returned 
from a short vacation in Miami Beach, 
Fla., and more recently from a selling 
trip in New York State, reports a 
fine reception toward the N. J. Schorn 
calf line. 





Harry Johansen Sails 


St. Louis—Harry G. Johansen, 
president of Johansen Bros. Shoe Co., 
St. Louis, sailed from New York Feb. 
20 on the S.S. Majestic for Europe. Mrs. 
Johansen accompanied him. They will 
visit London, Paris and Berlin before 
returning. 
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Ballet Slippers 


a eh ll hi ae el 


BALLET SLIPPERS 
Right and Left Lasts 
Bleck Kid 


Grade 
Wem. Miss Child. 
35 ae $1.28 


Wom. har Child. 
$1.20 $1.15 $1.10 
BROOKS SHOE MFG. Co. 
Swanson and Ritner, Philadelphia 
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Riding Boots 


A 6 EF EF 6 


LARGEST 
BOOT STOCK 


in America 
Domestic and imported 
For Immediate Delivery 





Men’s, Women’s, Children’s 
Boots for Riding 
Field, Hunting, Aviation 


Also Jodhpurs & Jodgores 


Complete Catalog 
R-7 on Request 


1239 Broadway 
New York City 

524 Santa Fe Bldg. 
Dallas, Texas 








ENGLISH 
RIDING 
BOOTS 


Tan or Black, 
for Ladies and Men 


Write for new catalogue to the 
English Bootmakers 


MANFIELD & SONS 
1636 Ranstead St., Phila., Pa. 

















New Factory Opened 


HAMPTON, N. H.—The town of 
Hampton is enthusiastic about its new 
shoe factory which started operations 
here recently. The building was erected 
by public subscriptions largely through 
the efforts of the Hampton Chamber 
of Commerce. The Bradford Shoe 
Company of Haverhill, Mass., moved 
to Hampton because of labor difficul- 
ties in the Massachusetts city. An 
initial output of 50 cases a day is being 
turned out and it is expected to in- 
crease this shortly. 
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Greenberg Appointed 
Vice-President 


New York — Joseph T. Greenberg, 
divisional manager of shoes in Gim- 
bel’s, has resigned from that post and 
has been appointed vice-president and 
general manager in charge of mer- 
chandising operations of Julius Gross- 
man Shoes, Inc., retail division. 


JOSEPH T. GREENBERG 


Mr. Greenberg has been with Gim- 
bel’s for the past three years and be- 
fore that he was merchandise manager 
in charge of all footwear for R. H. 
Macy & Co. for ten years. He is a 
member of the board of directors of 
the Shoe Club, and has been a leader 
in many of its welfare activities. 


Gives Full Time to Retailing 


BROOKLYN, N. Y.—Paul Esposito, 
who rose from a shoe cutter in the 
Cantilever Shoe Company before its 
merger with Orthopedic Shoes, Inc., 
to accountant of Orthopedic Shoes, 
Inc., has left the company and will 
devote his entire time to the manage- 
ment of his Ground Gripper-Cantilever- 
Physical Culture Shoe Shop, which he 
opened last September, at 298A Liv- 
ingstone Street, Brooklyn. 

Mr. Esposito’s shop was damaged 
recently when a sewer explosion in 
the street shattered his neon sign and 
damaged the front of the store. 


Leather Opening and 
Style Conference 


New YorK—tThe official opening of 
American leathers, which will be held 
at the Waldorf-Astoria, New York, on 
March 30 and 31, is the seventeenth 
cooperative display by members of the 
Tanners’ Council of America. Sixty- 
two tanners will display their lines for 
Fall and Winter, 1936. 

For the first time in its history, the 


NIA 


TRADE MARK REGISTERED 
@ 
FOOT HEALTH iis largely 


a matter of foot comfort. 
Because of their permanent 
flexibility and cool, cushion- 
ing resilience, Van Tan Inner- 
soles are a notable improve- 
ment in the making of more 
comfortable footwear. 


Ask your manufacturer to use 
them in your shoes. 


VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 








opening will be held a week before 
Easter instead of after Easter as has 
been the case in the past. The prac- 
tice of holding these openings earlier 
in the season was an innovation last 
September. It met with instant ap- 
proval on the part of many shoe manu- 
facturers who must get their volume 
and staple styles under way early in 
the season. High style leathers will 
be shown by tanners as well as the 
classic staple leathers. 


Colored Trims Interchangeable 


MIAMI, FLA.—Cowan’s, whose slogan 
is “5 months ahead of the nation” and 
who advertise their shop as “the win- 
ter resort of next summer’s fashions” 
is showing a white doeskin T-strap 
with a full “kilty” tongue. The tongue 
can be removed, leaving an all-white 
T-strap. Extra “Kilty tongues” in four 
different color combinations, or in all 
white, are available so that the shoe 
may be changed at will. Shoes are sell- 
ing at $12.50 with extra tongues at $1 
per pair. 

Cowan’s is the second Miami shop 
to offer shoes with removable extra 
colored trim so that shoes may be 
changed to agree with a costume. Bur- 
dine’s has a very smart shoe with a 
clever square tab buttoned at four 
corners to the shoe. Tabs are inter- 
changeable and some 24 color combina- 
tions may be arranged. 
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Beauties You'll | See in this Year's EASTER Promenade 








Bayard 
abroad strap TRIM TRED ELITE open 
shank model of White Kid and Black Patent. 












a smart SENSATION one-strap pump 
with high riding tongue. Blue Patent and 





a thrift grade POLL PARROT fancy 
strap pattem in which cutouts between 
straps re | reveal harmonizing hosiery. 


White Calf, Black Patent, Sunbisque and 
brown, Du Bonnet and white. - 










a STAR VALUE sandal that reaches 
the peak of perfection in a clever 2-strap 
design. Black Patent and White Cabretto. 





a brood strap STAR VALUE model with 
square toe and just the right height bev- 
- alled heel, White Calf and Black Patent. 













When writing advertisers please mention Boot and Shoe Recorder 











Dancing Shoes 


i ee elie 





Pat Tap Slippers 


é IN STOCK 


ALSO LOWER GRADES 


SCHWARTZ & HERDER, INC., MFGRS. 
70-72 N. 4th St. Philadelphia, Pa. 





Women's Shoes 


AL ee 2 2) 
TURNS 


LUMBARD 


Modern Turn Shoes That Fit 
be WILL NOT GAP 
Ruby Kid, New “SHORT BACK’ Lasts 
he 30 STYLES Send for 


Ch a ec ee 


Le audi adie en 





$2.40 IN STOCK 
LUMBARD SHOE CO. 


catalog 2 








Shoe Exhibit Attracts 


RocHESTeR, N. Y.—The Rochester 
Chamber of Commerce is sponsoring a 
unique and novel shoe exhibit, which 
was planned to be held only during the 
week of December 16, in the lobby of 
the chamber, but which attracted such 
wide interest that arrangements were 
immediately made to secure the loan 
of it. 

Plans for the exhibition were made 
by the Orthopedic Health Exhibit group 
of the Health Conservation Committee, 
through Dr. Arthur C. Parker, director 
of the Municipal Museum, and the as- 
sistance of Harry A. Chase, executive 
secretary of the New York State Shoe 
Retailers Association, and the coopera- 
tion of the United Shoe Machinery Cor- 
poration. 

The exhibit protrays styles in foot- 
wear down through the ages, from the 
time of King “Tut” to the present gen- 
eration. Particular emphasis is given 
to the present every-day styles, and 
demonstrations are made as to the de- 
sirability of wearing the low-heeled 
shoes. 

Hundreds of people have viewed the 
exhibit since it was opened last Decem- 
ber, and since then it has been shown 
in Cutler Union of the College for 
Women, at the University of Rochester, 
where 410 students saw it. The Roch- 
ester Home Bureau had it for three 
days in January, when more than 1000 
persons saw it. Mechanics Institute, 


where 250 girls and women saw it, and 
it is now at the Rochester Business 
Institute. 
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Jacobson Employees Hold Party 





1936 











New York—Some 300 persons attended the dinner-dance of the Jacobson Brothers 


Employees’ Association at the Park Central Hotel, February 16. 
The affair was formal but the spirit was highly informal and the. association's welfare 


fund was swelled by the splendid turnout for the affair. 
introduced a varied program of entertainment. 


Lou Saxon as master of ceremonies, 


Robert Jacobson, head of Jacobson Brothers, congratulated his staff on their splendid 


affair and on their loyalty and progress during the past year. 


His brother, Benjamin, also 


spoke a few words as did F. Paul Riley, president of the Shoe Merchant's Council of New 


York, who was a guest. 





Better Business Ahead for 1936 


Boston, Mass.—That business gen- 
erally will reach what is known as a 
“normal line” late this year or early 
next year is the opinion expressed by 
Howard Baldwin, of the statistical de- 
partment of the Babson Statistical Or- 
ganization, Inc., of Wellesley Hills, 
Mass. Mr. Baldwin was the guest 
speaker at the regular meeting of the 
Boston Boot and Shoe Club, held Feb- 
ruary 19. The upswing of business, 
he said, would probably be fairly reg- 
ular and there would be no sudden 
spurt such as that witnessed in the 
last four months of 1935. 

Favorable factors in the business 
picture, he said, were a return of con- 
fidence, the resumption of building ac- 
tivities and construction activities of 
the utilities. As unfavorable, he men- 
tioned the possibility of an abandon- 
ment of the gold standard by France 
and the even remoter possibility of a 
general European war, although the 
latter, if it developed, might and prob- 
ably would stimulate the _ so-called 
“heavy industries.” Several industries 
at the present time, he pointed out, 
can credit to armament programs the 
present comparatively healthy state in 
which they find themselves. Even tak- 
ing into consideration these unfavor- 
able factors, the speaker emphasized 
that his organization can see nothing 
ahead which will cause any severe or 
prolonged interruption to the business 
advance predicted. 





Plan Step-Up in Production 


HARTFORD, Wis.—Production at the 
local plant of the Weyenberg Shoe 
Manufacturing Co., Milwaukee, is ex- 





pected to be stepped up shortly to 
1500 pairs of children’s and girls’ 
shoes per day with approximately 200 
people employed at the plant. 

The Weyenberg plants are turning 
out 15,000 pairs of shoes daily with 
an increase of about 75,000 pairs in 
January over the same period last 
year reported. The company has an- 
nounced a dividend of 25 cents a share 
on common stock, payable March 31 
to stock of record March 20. 

Frank Weyenberg, president of the 
firm, left early in February on a com- 
bination business and pleasure trip 
to South America. 





Bowling Parties Success 


BuFFALO, N. Y.—The next bowling 
party of the Buffalo Shoe Retailers 
Association will be held at the Orioles 
Club, 568 Genesee Street, on March 10, 
beginning at 7.30 P. M. As _ usual, 
there will be plenty of eats and drinks, 
also prizes. The energetic work of 
H. J. Deters, business manager, in 
making the right kind of arrangements 
for these parties has brought out large 
numbers of members to the two par- 
ties so far held this season and the 
next is expected to be a banner one. 


D.R.S.D.A. to Hold Election 


DeEtRoIT—Annual election of officers 
for the Detroit Retail Shoe Dealers As- 
sociation will be held on March 10, 
according to President Nathan Hack. 
The association held a noonday meet- 
ing recently at Cliff Bell’s Downstairs 
Grill Room, next door to the Rackham 
shoe store, and selected a nominating 
committee, which will meet this com- 
ing week. 
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THE SHOE BUYING CENTER 
IN NEW YORK 


the crossroads of the trade .. where 
the seasons newest and most significant 
shoe styles are now on display. 


Shop the a cage Building for authen- 

tic shoe sty showrooms of the 

Pale I shoe industry's leading manufacturers 

eae ' . . « conveniently assembled under one 

wy } roof . . . offer you a splendid oppor- 
\ tunity to look before you buy. 


1328 BROADWAY ar34”ST 


DS.MACDONALD Mer. NEWYORK 














QUICK HELP FOR 
SHOE RETAILERS 


This is the first and only book of its kind; an_en- 
cyclopedia of practicable, workable ideas for the alert, 
experienced merchant. Not a theory in the book—all 
“rock bottom” facts. ... It is NOT just another shoe 
book, but offers the shoe merchant the best ideas from 
almost the entire retailing field for instant adaptation 
to his requirements. . 


“2222 RETAILING IDEAS” 


Enables you to put ideas into action from the hour it reaches 
your hands. Concise, all ‘‘meat,” it is ten 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 
details. Some of the 39 CHAPTERS— 


Ideas for Shoe Selling, Display, Stock-keeping 
Advertising Ideas 
Prize, Discount and Gift Ideas 
Unusual and Miscellaneous Ideas 
Management and Economy Ideas 
Merchandising Ideas 
Employer-Employee Ideas 
Ideas That Make Stores More Attractive 
Ideas That Attracted Christmas Crowds 
Ideas for Merchants Who Get Together 
Ideas to Attract Children 
Cash, Credit and Collection Ideas 
Panacea 4 B a beg 

pring and Summer Ideas 
39 Chapters Voting Contest Ideas 
337 00 Mailing List Ideas 
Dollar hg | Ideas 


Mother’s Day Ideas 
Hosiery Ideas 
00 


ne PAID 2222 ideas, seven for a cent; one used 
mit with, more than pays for the book 


order 


BOOT AND SHOE RECORDER 
239 West 39th Street New York, N. Y. 
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Note the name on the arch-brace, 
visible to your customer’s eye; 
therefore, a helpful selling feature. 


























AT LAST—We have perfected a semi-flexible Nu- 
Matic arch brace that adds additional support to the 
3 weakened and fallen arches—plus—the everlasting 
EB: features that have made the Nu-Matic 100% aail- 
less cushion the outstanding comfort shoe of today. 











This scientific cushion shoe will spell 
“repeat profits” for you. Send for our 
catalog of men’s and women’s shoes 
BEWARE OF IMITATIONS. 










Exciusively Manufactured by Rohn Nu-Matic Shoe Manufacturing Company 
512 W. Florida St., Milwaukee, Wis. 


Ki fit Hu Matic 


CUSHIONED SHOES 



























e Expressing the ultimate in modern 
appointments and guest comfort. 


1200 OUTSIDE ROOMS 
1200 MODERN BATHS 
RATES BEGIN AT $3.50 


BENJAMIN FRANKLIN 


HOTEL PHILADELPHIA * ivonaging Director 

















= LARGEST UNIT IN UNITED HOTELS 
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Men's Shoes 
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Liquid Wax 


SEE hE ESO COP 

















CHIQGCGFED 


Liquid SHOE | WAX 


Dries glossy but does 
not contain shellac. 
Made of pure wax. 

@ Does not crack 

@ Preserves 

@ Waterproof 
Revolutionary — easier 
—lasts longer. Correctly 
priced. Sold only ry 
shoe trade. FREE 
Goods Now! 


FRANKLIN RESEARCH COMPANY 











5134 LANCASTER AVE., PHILA., PA. 
FREE SAMPLE ON _ REQUEST 
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Shoe Cleaner 


OOF OF 6 OE Oe OF EP EP | 


WM SpoT 


CLEANER 


- - - - with the “All- 
Spot” Crystals cleans 
All Spets-All Fabries 


A Year-Round Seller 


verett & Barron ( 


PROVIDENCE, R.|I. TORONTO, CAN. 











Factories Work Overtime 


HAVERHILL, Mass.—The Halpern 
Shoe Co., and the E. L. Maynard Co., 
both makers of women’s shoes, have 
secured permits from the union to run 
overtime, and both are so doing. 
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Turkish ——— Stand Pat 


(Reprinted from Printer’s Ink Monthly) 


Here’s one time that outdated, aes- 
thetically displeasing trade-marks had 
to be kept, even though everyone, in- 
cluding the officials of the company, 
really wanted to discard them in favor 
of newly designed marks. 

The Colonial Tanning Company, of 
Boston, Mass., maker of patent leather, 
exports about 40 per cent of its total 
production to Europe, Asia and Africa. 
In Turkey, and throughout many coun- 
tries on the Continent, shoes are made 
in small shops, and leather sold over 
the counter in quantities of two or 
three hides. Colonial has always used 
a label printed in English, displaying 
a Pilgrim father wearing a Pilgrim’s 
hat. Unable to read English, the Turks, 
whenever they needed another skin, 
and when they wanted Colonial Patent, 
called for the “leather with the Kaptcha 
Marka,” or the leather with the hat. 

The new Pilgrim father submitted by 
the artist is quite as authentic as the 


old, but the man has obviously gone to 
college and raised his I.Q. He would 
be well received in this country, but the 
Turks wouldn’t trust him. They know 
the old Pilgrim, who looks about as 
fun-loving and cheery as Elder Brew- 
ster, and who wears his hat pulled 
down to his ears. If the hat were 
changed, then that wasn’t the kind of 
leather they wanted. 

Rather than risk hurting the foreign 
business, which had taken several years 
to establish, the company ushered the 
sartorially perfect Pilgrim out into the 
waiting room and welcomed back old 
sour face. And then, after having de- 
cided that the domestic trade-mark 
could safely be modernized, Colonial 
realized that it would be preferable to 
standardize on one. Naturally it was 
forced to use the old one. So the nice- 
looking man with the hat was thrown 
bodily out of the waiting room. 





New Holyoke Women's Shop 


HOLYOKE, Mass.—A new line of shoes 
for Holyoke is being shown exclusively 
in the new women’s shoe salon of the 
McAuslan & Wakelin store. Placed on 
the street floor, the salon is now featur- 
ing sports, street, dress and evening 
shoes in Spring models and the newest 
colors. The shop itself is arranged in 
red leather with chrome trim, and the 
attractive display tables show all types 
of shoes from fur-trimmed evening 
boots to chic bedroom slippers and 
mules. 

Augmenting this very complete line 
of women’s footwear is the children’s 
department. The budget shop in the 
basement has on display shoes for men, 
as well as for women and children. 


Sees Crepe Soles Strong 


M. K. Rose is now assisting Sid 
Minster in the selling of the G. P. 
Crafts Co. and the A. J. Bates Shoe 
Co. lines of men’s shoes in the Los 
Angeles and California territory. 
Crepe soles, says Mr. Rose, will be 
tremendously popular this Spring. 
Early selling is the greatest in the his- 
tory of the shoe business. 

Even the youngsters in the grammar 


schools are indicating a decided pref- 
erence for crepe soled shoes. The great 
majority of these are preferred in the 
rough shaggy reversed calf in a wide 
variety of colors, with white, gray and 
brown selling in order named, Mr. Rose 
reports. “Pretty near all the young 
fellows are buying a new pair for 
slouching sports wear,” Mr. Rose con- 
cluded. 


New Shoe Store Opened 


PawTucKET, R. I.—Tredrite Shoes 
is a new retail shoe store to be opened 
recently by William J. Runcie and 
Ernest J. Thompson. It is located at 
192 Main Street, this city, and will 
sell women’s, children’s, and men’s 
shoes. 

Mr. Runcie has been identified with 
the retail shoe business for many 
years, having most recently been man- 
ager of Bailey’s Shoe Store at Provi- 
dence, and manager of the Lynn & 
Brockton Shoe Store of this city. 

Mr. Thompson has been associated 
with the Providence Walk-Over Shoe 
Store, John the Shoeman’s, Bailey’s 
Shoe Store and the Traveler and Thom 
McAn organizations, having served the 
local shoe field for 12 years. 
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COLORED POSTERS 


FOR NATIONAL FOOT HEALTH WEEK 
GREEN AND BLACK SIZE 17 x 22 INCHES 


5 for $2.00 10for $3.00 20 for $4.50 
30 for $6.00 100 for $18.00 


One of the smartest, yet most direct and compelling 
posters ever produced for National Foot Health 
Week. These colorful posters are an important part 
of your Foot Health Week promotion. Use them 
freely! 








10 ARTICLES 


ON FOOT HEALTH %2.50 


The folio includes layout ideas for cooperative adver- 
tising—a number of timely promotion copy suggestions 
—and TEN aarticles for the news columns of the 
newspaper. 

. Main copy for “Foot Health Week News” layout. 

. Foot Health Interest Increases in Nation. 

. Two Things Every Woman Wants. 

. Even Faultless Feet Need Care in Spring. 

; Ly Shoes, Nagging Wife; Comfortable Ones, Good 


Pal. 
. Good Feet Made Possible by Care in Childhood. 
. Foot Comfort Is Now Fashionable. 
. Regular Foot Examination in Schools Recommended. 
. Are You Needlessly Enduring Foot Ills? 
10. Don’t Expect Children to “Grow Into” Shoes. 


MUST BE CONFINED TO ONE ORDER IN A CITY 


MATRICES $1.50 


SET OF SIX Matrices includes poster reproduction in 
two sizes, and four other timely, appropriate illustrations 


to use in Foot Health Week Advertising. 


Conn im WS bho 











TWO0-COLOR 
FOLDERS 


WITH YOUR NAME IMPRINTED 
(4 PAGES—SIZE 314" x 6144”) 


Title and cover design shown in sketch. Subject covered 
on inside pages. 
Invitation to visit 
store during Foot 
Health Week and 
your store name 
and address on the 
back page. 


Sample 
on Request 


1000—7.25 per M. 
2000-6.75 per M. 
5000—-5.75 per M. 
(Delivered Flat) 


WHEN 
ORDERING 
PRINT NAME 
AND ADDRESS 
CLEARLY 




































R. E. Andruss, BOOT AND SHOE RECORDER, 239 W. 39th St.. NEW YORK 


Enclosed is check (or money order) for___— 
______COLORED POSTERS 
SE _SETS OF MATRICES 





: ; Name 
To save opening special ac- oa 
counts, all orders without Address 
remittance will be shipped — = 
C. O. D. plus postage. City 








_____for which please send us: 
SETS OF ARTICLES 
TWO-COLOR FOLDERS 


State 








PRINT PLAINLY PLEASE 














When writing advertisers please mention Boot and Shoe Recorder 




































THE TICKET 
Shot 
SPRING 


The ticket design is coral and 
deep green on white. The dis- 
play card also shows the coral 
sunburst and deep green leaves 
on a pale green background; 
the balance of the card is white. 





| BLUE NOTE” 


yp Soy 






























CARD HOLDERS 
Oval base—burnished gold— 


three-color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 


Supplied with annual services. 
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Spring Display Cards and Price 
Tickets Now Available 


WRITE FOR SAMPLES 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 


women's hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35¢ each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. 


tickets available. 


Samples of in-stock 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 


WITH STORE NAME: 


100 tickets, $3.00—200, $5.00 


CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 


Pouy Cur 
for Price Tickets 








Pou SHOE 
Horver. 


Pat. Pending 





Polly Clips 


for Price Tickets—Adiustable— 
Tilt at any angle. 


Polly Shoe Holder 


To display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. 


Recorder Stock Record 
Tickets 
for shoe cartons. Cyclone clips 
included: 
ite Eee ae cs $1.25 








"4 
Pee 


























When writing advertisers please mention Boot and Shoe Recorder 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 

12 dozen (printed or blank)...... $2.00 
é * - _ da a 1.10 
ss _ ee I cc, AO 






























(Crose out 


eee mccs os tacecccccccaccan 


SPECIAL: : 


Combination of one gross Polly 
Clips and one gross Arrows, only 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 


average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN, supplies merchandising and display suggestions 
each month. ‘ 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


CARD 


SHOW 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS, with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 


lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, In following 
8TPRE OA) aSESaSaSapapapapapapapSpapaBBBDBBB9BaBpDBDBSSSSSa=======S== 
WAR SESS _ _ EEE _ _ _ _ h™_BBSBB=BaaDn==SS=== 





We sell Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 


quantities and denominations: 








ANNUAL 











: BEereiesiissese 
; agheass 288 °s°s 
BLANK H on ae Seta 8o S -v& 
SERVICE MONTHLY CARDS HOLDERS TICKETS : $ s Og £e$ >~>s 5 
: = Eeeter 
‘ ~-2S0283SEses228 
‘ eses5 oo - —-— & 
Ne. | $5.00 12 6 100 S255" ei sessies 
: >Foeo EvPosi”s a 
i Be 285sseses* 32 
Ne. 2 4.00 8 4 100 a eo. 2 ee Pe eb 
‘ ©. Deo (Sass 
' e :; Soe rw ° Efu3 
No. 3 3.00 6 2 50 om 2 ieg PC SSESEES 
' ee” @ . 
| O =: igze8fh2e. 82 
~~ = : : ” ! g, Po eSCEREES SESS 





























MERCHANTS SERVICE DEPARTMENT 


lm> uy 
INCREASED BUSINESS BOOT € ine 


; CCOVALY 
/WMiacil (oupor Yoro/ 209 wee ST CHICAGO-ILL: 


Cheek, with order, please, unless C.0.D. preferred 


FOR ITSELF «- IN 















































£28385 :298 
Gee S's 22 -6& > 
& oO zz o = oF & 
sgiueSe?P : z 
-~ea2 ONS 6 - &2— 
bd $sz- 335° = 8 
cv = : 
ZPEG2Poreseseie 
So $*see* $S8e 
Sige (“Fe .. 
oe er 
- o >a Eo @ A 
© s oe: ? S2 -+se8 
e:a o : ~ Boe 
cS «& c e - + _—= ° 
eso ES”™ : 2 = : 
—. a “R”: Pale yel- “Q”: White “p*; White Oocpe.°‘:* :u ita 
oe ow low board. De- board; design board. Design ee we . c n 
and gold—yel- sign in me- in two shades in turquoise 26 > 5 os : £:sc& Fd 
low design. dium blue. of green. blue and rose. Qeaoo0on2-5 -20F 


“O”: Same 
style, yellow 
ey grees 
pga we Size: 1/2” x 234”—Prices on opposite page. 
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SALESMEN WANTED FOR SALE POSITION WANTED 
ee re tarde and tre FOR SALE BUYER-MANAGER 


Beach Sandals, commission basis. The Kepner- 
Scott Shoe Co., Orwigsburg, Penna. 





T HE fastest growing nationally advertised 
shoe whitener—CARBONA. Its slogan 
“WILL NOT RUB OFF” is a fact, not merely 
a claim. Sell it as sideline. Write fully, 
Carbona, 304 West 26th Street, New York, 
Ms Ue 


Going shoe factory making women’s medium 
price Littleways; Mid-West city. Or good 
opportunity for experienced office manager 
and superintendent to buy all or an interest. 
Terms can be arranged. 
Address E-648, Care 
BOOT AND SHOE RECORDER 
209 S. State St., Chicago 











WE are in need of additional salesmen to carry 
our complete lines of shoe ornaments and 
spats on a straight commission basis. Manolis 
Manufacturing mpany, 4248 No. Crawford 
Avenue, Chicago, Illinois. 


ALESMEN wanted by factory making pre- 

welts, stitchdowns, and growing girls’ sport 
McKay welts. Commission basis. Side line 
salesmen not wanted. Give references and full 
details in replying. Address E-619, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








Wanted salesmen: Sell the most popu- 
lar IN STOCK line of Women’s High 
Style Novelty Sandals to retail $3.00 
to $5.00. Established trade. Go-getter 
can make real money. 

Must have experience and good ref- 
erences; may carry non-conflicting 
line. Send list of accounts sold. One 
man for Illinois, including Metropoli- 
tan Chicago district. One for Ken- 
tucky, Tennessee, Mississippi and 
Louisiana. Strictly commission basis. 


HANNAHSONS SHOE CO. 
Haverhill Mass. 











WANTED—Shoe Salesman now traveling ter- 

ritory to cell new comfort Arch ies 
Cushions as a side line (pocket sample). To- 
tected territory. Write Orthopedic, 86 Ellicott 
St., Buffalo, N. 





SALESMEN — Experienced selling popular- 
priced children’s stitch-down shoes to volume 
buyers and others in South, Middle West and 
Western Territory on commission basis only. 
State experience and territory covered together 
with references. Address E-645, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


U may still find some territories open in 

the middle west and southwest and the 
south, in which to present a new line of shoe 
dressings made by a nationally known concern. 
May be carried 27s full time or side line, com- 
mission basis. Address 5134 Lancaster Ave., 
Philadelphia, Pa. 








FOR SALE 





OLD established, high-grade shoe store for 
sale in the heart of Pittsburgh, Penna., re- 
tail district. Owner retiring. Only those seek- 
ing a permanent_business need apply. Write— 
W. M. Laird Company, 622 Liberty Avenue, 
Pittsburgh, Pa. 





BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Bstablished 1894. Address 
oe Laboratory, 21 Back Bay, 

oston, a 








WANTED TO PURCHASE 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Busb, Etc. 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St.’ Cor Church 

Phone Barclay 7-7887 New York City 











CASH FOR BRANDED SHOES 


Men's, Women’s—Factory or Retail 
Wanted: Red Cross, Florsheim, Arch Preserver, 
Enna Jettick, etc., Nunn-Bush, Bos- 
tonian, Walk-Over, etc. 


BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 





Telephones WORTH 2-5180, 518! 











Aggressive, young (33), thoroughly experi- 
enced Manager and Buyer (Jewish-Ameri- 
can) available at once. At present and for 
10 years past with nationally known, high- 
grade Fifth Avenue New York Store. Ex- 
cellent reasons for desiring to make change. 
Position must be located in Middle West or 
South. Salary secondary to opportunity for 
building up your business and my future. 
Address E-647, Care 
BOOT & SHOE RECORDER 
239 West 39th Street. New York, N. Y 











MANAGER AND BUYER for shoe depart- 
ment or store. Married. Age 40. College 
Graduate. 18 years’ retail experience. Wide 
training as executive business getter. Under- 
stand all phases of stock control. Prefer New 
England, but will consider other section if oppor- 
tunity is good. Address E-646, care Boot & Choe 
Recorder, 239 West 39th Street, New York, 


aN. . 





MERCHANTS’ NEEDS 








Get your copy of ‘‘Dancing 

Doliars.”” An interesting and 

informative folder that tells 

smart shoe men to attract 

a very desirable and highly profitable 
le. wee SELVA & SONS, Ine., Dept. 


trad 
“B."" 1607 Broadway, N. 


DISPLAY @ 
FIXTURES 


Again SEGALL & SONS Toke 
the Lead by Presenting Display 
Equipment in the Newest of 
Modern Designs at Prices You 
Will Find Most Agreeable. 
A special folder, has 
been prepored. Please ask 
us to mail you a copy 


SEGALL & SONS 


923 Arch St., Philadelphia 

















mum charge 75 cents. 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
_ For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 
t= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Seg 
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NOTICE 


NOTICE 


MERCHANTS’ NEEDS 











once, 





To Shoe Merchants and Manufacturers 


The Shoe Club of New York has formed an employment bureau for 
members and non-members of the Club who are looking for new positions or 
who may have a position open in factory or store for some reliable man. 


The Executive Secretary’s office of the New York Shoe Club has been instru- 
mental in the past in placing many good men in responsible positions, and if 
you are now looking for an executive, a buyer, merchandise man or if as a 
manufacturer you need a good salesman, don’t hesitate to contact this office at 


There are many men of just the type you are looking for on our list. 
Address F. J. Murray, 
Executive Secretary 
The Shoe Club, Inc., 
Hotel McAlpin, 
New York City. 











MERCHANTS’ NEEDS 











Greater Profits! 


A perfect fitting shoe for every 
customer with the 


DUNDE 
SHOE RESHAPING MACHINE 










Makes every cus- <j 
tomer’s shoe con-Giiill 
formscientifically 
to the feet and 
guaranteed to 
give entire satis- 
faction. 


ELIMINATES 
shoes slipping at 
heels— 
shoes gapping at ® 
sides. “—s 


ae 


DUNDE HAND IRON 





Raises vamp — removes wrinkles — straightens toe 
box—narrows width of all leather shoes—also has 
many more practical uses—can be operated by any 
clerk—both Dunde Reshaping Machine and Dunde 
New Improved Hand Iron are recognized sales 
—— that pay dividends almost the first day you 
use them. 


SPECIAL COMBINATION OFFER 


Machine rate without iron..... $28.50 
Hand iron individually............. 15.00 
Machine and Improved Iron (complete) 
F.0.B. N.Y.C. $35.00 


DUNDE RESHAPING DEVICES, Inc. 











13 East 37th St. New York City 











Wins Basketball Title 


CoLuMBus, OHI0O—The Schiff Shoe 
Co. captured the title in the first an- 
nual shoe company basketball tourna- 
ment which ended Saturday, Feb. 22, 
by gaining a 22 to 17 triumph over the 
Julian & Kokenge Co. quintet in the 
championship contest. Schiffs entered 
the finals after a victory over the 
strong Walter T. Dickerson team, while 
Julian & Kokenge previously had de- 
feated Mears Heel Co. 


Welfare Shoe Distribution 
Continued 


BuFFALO, N. Y.—After announcing 
that six of the ten distributing outlets 
for shoes for the welfare recipients 
would be discontinued on February 15, 
the officials of the organization have 
decided to continue them indefinitely. 
This decision was reached on reports 
that welfare people were being added 
at the rate of 1000 a week. At pres- 
ent there are 21,576 families on the 
welfare, of which 2743 are aliens. The 
welfare board figures at the rate of 
five to a family which makes well over 
100,000 people on the welfare in Buf- 
falo. 

Shoes are distributed on the basis of 
three pairs per person and one pair 
of rubbers per year. The bill for 
shoes runs about $30,000 a month. One 
new feature that has been added re- 
cently is a special delivery service. 
This service comes into play when a 
store does not have the size and kind 
of shoe required for a welfare cus- 
tomer. The size is telephoned to the 
central distributing point where it is 
sent by special delivery service to the 
customer’s home. 


Rebuilds Shoes 


Et Paso, TeEx.—John Galceran, of 
the Union Shoe Repair Shop, 113 East 
Overland Street, is making a specialty 
of rebuilding shoes so as to make them 
conform to the feet. “If the shoe 
pinches”, says he, “bring it in and we 
will take out the pinch.” Advice as 
to the fit of the shoes, or conforma- 
tion of leathers to the feet, is free of 
charge. Services for rebuilding shoes 
are as low as there are in E] Paso ter- 
ritory. 


Shoe Store Sold 


NEW BRITAIN, CONN.—Diamond Shoe 
Stores, Inc., has transferred to Leo 
Rosenberg the entire stock of shoes 
and fixtures in the store at 398 Main 
Street here, according to a bill of sale 





filed recently. 








M. D. 
Holland Building 
a 





% 


Poy Ginn 


OLDER. 
Pat. Pending 
To properly display arch support shoes, 
branded shoes, golf shoes and fibre sole 
shoes. Always remains in the correct up- 
right position. Occupies little space. Almost 
invisible when in use. Will not fall over. 
Used for Men’s and Women’s shoes. 
$3.00 per dozen $1.65 per '/2 dozen 
D. POLLINGER CO. 

St. Louis, Mo. 














HOTELS 








LTE ITO EEL ALD SA 
Convenient To 
Leather Center 

















Ideally situated 
in the Loop, the 
BISMARCK HOTEL 
is just a few 
stepsfromevery- 
thing of impor- 
tancein Chicago. 


| = 





Served by a staff 
that anticipates 
your every wish, 
guest rooms offer 
the ultimate in ex- 
cellent living... 

















Famed dance 
orchestras and 
sparkling floor 
shows await 
you in the 
sophisticated 
Walnut Room. 


BIS AWW aes 











Retail Shoe Co. Chartered 


PAWTUCKET, R. I.—Economy Shoe 
Stores of Rhode Island, Inc., a retail 
shoe business, has been chartered and 
located here in a fine, modern store. 
It is headed by Alexander Hiatt and 
Maurice L. Shaer, also owners of the 
Royal Shoe & Rubber Co., shoe whole- 
salers of Worcester, Mass. 

The firm is now selling out the stock 
of the Lynn & Brockton Shoe Store, 
which the firm operated in this city 
for a number of years, and which it 
recently closed out. 
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Promotion 


The best of all promotions 
Come not from Favor’s hand, 
Or by some magic process 
That none can understand, 
Or by some chance bestowing 
Of power, place, and pelf. 
The best of all promotions 
Are those one gives himself. 


The favored situation 

That means most when attained 

Is that by application 

And honest labor gained. 

The one who keeps on trying, 

Who daily plans and delves, 

Shares in that sure promotion 

We all may give ourselves. 
—Clarence Edwin Flynn. 





RETAIL PROMOTION CALENDAR 


March 12-18. ...Girl Scout Anniversary Week 
March 15-21. National Business Women's Week 
March 17—Tuesday St. Patrick's Day 
March 21—Saturday Spring Begins 
April 12—Sunday Easter 
April 13-18.... ..National Foot Health Week 
May 1!0—Sunday Mother's Day 
May 30—Saturday Decoration Day 
June 14—Sunday Children's Day 
June 2i—Sun.. . Father's Day—Summer Begins 
July 4—Saturday Independence Day 
August 2—Sunday Friendship Day 
August 15 Fall Shoe Promotion Opens 
Sept. 7—Monday Labor Day 
Sept. 17—Thursday Jewish New Year 
Oct. 31—Saturday Hallowe'en 
Nov. 26—Thursday Thanksgiving Day 
Dec. 25—Friday .... Christmas 
Jan. |, 1937—Friday. . New Year's Day 





Perforations for Men 


MIAMI, FLA.—Cool as a _ sea-breeze 
are the Florsheim air-conditioned shoes 
being featured as a good style for 
street and dress wear. Hundreds of 
perforations that go clear through the 
leather is a comfort feature to be en- 
joyed when the thermometer mounts 
high. All white buck are popular; so 
are taupe and brown, black and grey 
combinations. 


A. K. Seehuus Named Manager” 


Fonp pu Lac, Wis.—A. K. Seehuus, 
formerly of Minneapolis, has _ been 
named manager of LEichenberger’s 
Family Shoe store, 46 N. Main Street. 


Oscar Dube Basement Buyer 


FALL River, Mass.—Oscar Dube, for 
12 years manager of the street floor 
shoe department at the R. A. McWhirr 
Co., large department store, has been 
made manager of the store’s basement 
shoe department, where he succeeds 
Morris Woltman, who had been man- 
ager for several years. 

Mr. Dube becomes buyer, manager 
and merchandise manager of both de- 
partments with the addition of the base- 


ment section. 
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BOOTS AND SHOES 


AULT-WILLIAMSON, Auburn, Ma 
BEACON FALLS RUBBER SHOE co., Fae Falls, Conn 
BRAUER BROS. SHOE CO., St. Louis, 

BROOKS SHOE MFG. CO., "Philadelphia. 1 Pa 

CAMBRIDGE RUBBER CO., Cambridge, Mass 
CHIPPEWA SHOE MFG. CO., Chippewa Falls, Wis 

CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass 
COLT-GROMWELL co., New York Cit y 

CONNELL, J. M., SHOE Co., S. Braintree, Mass 
DICKERSON, WALKER T., CO., Columbus, Ohio 

DUNN & McCARTHY, INC., Auburn, N. Y 

EDWARDS, J., & CO., Philadelphia, Pa 

ENDICOTT- JOHNSON & ORP., Endicott, N. Y 

GREGORY & READ CO., Lynn, Mass 

HANNAHSONS SHOE Co., Haverhill, Mass 

HOOD RUBBER COMPANY, Watertown, Mass 
INTERNATIONAL SHOE CO., St. Louis, M 

KEITH, GEORGE E., SHOE CO., Brockton, Mass 
KIRKENDALL BOOT age MN TOMES 9. 6°55 6 6-54. 0-06 0.0 6 ace. in vee a wF ol WERE roe ea RE 90 
LUMBARD SHOE CO., Auburn, Me 94 
MACKEY, J., & SON, "New York City 

MANFIELD & SONS, Philadelphia, Pa 

MINOR, P. W., & SON, INC., Batavia, N. Y 

MRS. DAY’S IDEAL BABY SHOE Co., Danvers, Mass.. 


5 
NUNN-BUSH SHOE CO., Milwaukee, Wis............... 3rd Cover 
OLD COLONY SHOE Co., EE PIES 56 oa. 60s 635: 5-5 0.0.8 86 sles wais, 0/4: wate s bern -. 59 
RACINE SHOE MFG. CO., Racine, Wis 

RESTFUL SLIPPER CO., ’ Jersey City, N. J 

ROBERTS, JOHNSON RAND, St. Louis, Mo 


SCHWARTZ & HERDER, Philadelphia, Pa 

SELVA & SONS, New York City 

SU AGCY Meee eile, ETOCKION, MAG. ooioik s cccc ccc ccc cs cascegeesscacveasceosscensed 62 
TAYLOR, E. E., CORP., Brockton, Mass 

TEEPLE SHOE CO., Waupun, Wis . 

TUPPER INCORPORATED, New York City 

WRIGHT, E. T., & CO., INC., Rockland, Mass 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Standard Div., Boston, Mass 
AMERICAN HIDE & LEATHER CO., Boston, Mass 

COLONIAL TANNING CO., Boston, Mass 

EINSTEIN, J., INC., New York City 

EVANS, JOHN R., & CO., Camden, N. J. 

EVERLASTIK, INC., Chelsea, Mass 

ARROW PRODU CTS, Watertown, Mass 

LAWRENCE SCHIFF Ms TN I OT 6.5 60:5. 6 0: 6.0.0-0:0 0 6 0 td so vie a ove eee mean ee 
LEVOR, G., & CO., INC., Gloversville and New York City 
NORTHWESTERN LEATHER CO. TRUST, Boston, sane 
OHIO LEATHER CO., Girard, O 

RICHARD YOUNG CO., New York City 

RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis. 

SETON LEATHER CO., Newark, N. J 

SURPASS LEATHER Co., Philadelphia, Pa 

VAN TASSEL LEATHER co., Norwalk, Conn. 

ZIEGEL EISMAN CO., Boston, Mass 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


EVERETT & BARRON CO., Providence, R. I 


GEORGE O. JENKINS CO., Porescity Se EE re, eee ae ae Ma 
JANVIER, WALTER, New York Cit 

LITTLEWAY PROCESS Cco., tabeineg NEE, cisco icide nase sane daveoneumetaene tere 
SHU SNO PRODUCTS CO., Portsmouth, O 

SCHELTER LAST CO., INC., Rochester, N. Y 

UNITED LAST COMPANY, Boston, Mass 

UNITED SHOE MACHINERY CORP., Boston, Mass 


STORE EQUIPMENT AND ACCESSORIES 


- CO., 
SEGALL & SONS, Philadelphia, P 
SHOE CONFORMER CORP., New *Yoric ‘City 
SHOE FORM CO., Auburn, N. Y 
WIZARD COMPANY, St. Louis, Mo 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
TE OO, Bcc coassacsenseissccccscsrcecaceccencccontentars 101 
HOTEL BENJAMIN FRANKLIN, Philadelphia, Pa 

y 

















